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h Proofs 


What with reduced labor, fewer 
machines and less service to work 
with, farmers trying to increase 
food output next year may make 
1943 the greatest era of baling-wire 
engineering in agricultural history. 
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Thurman Arnold says the A & P 
is a trust and is trying to get a jury 
of its peers to do something about 
it. And A & P suspects that he has 
been talking lately to your old 
friend Wright Patman. 
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Bing Crosby’s show for Kraft 
Cheese is to be cut to half an hour 
January 7, but even this income 
shrinkage isn’t going to get Bing 
down to the $25,000 salary limit. 

vgyey? 

Of course it’s possible that Bing’s 
personal service corporation will 
pay him a gross salary of $65,000 
and let him fatten up his bank 
account a little bit more with a rea- 


LAUNCHES SALE 


—oo Winter Travel 
victory LoaAN (Copy Prospects 
Are Not Bright 


Western Railroads 
to Urge: ‘Keep 
Off the Trains’ 


The War wheels cure swiftly sow Our guas boom over che Medirerrancas, in 
the Souch Seas un Russa, uo the hills of Chana across che English Channel, sad 
08 every ocean where our coovoys pass Behind them mus sand our billoes 
-bilbons of dotian. 
Every American should lend every available dellar co ows Goverament Every 
Amencan corporamon with available cash should purchase sweable Treasury 
issues. The Treasury Department bas creared issues of scourttios co meet the 
requiremencs of all vavesors with accumulated savings or idle funds 
Chicago, Dec. 3.—Winter travel 
copy, which in peacetime warmed 
the cockles of a national advertis- 
ing manager's heart despite the icy 
blasts outside, is no longer such a 
heartening prospect. Restrictions of 
travel, the taking over of hotels in 
many cities by the armed services, 
increased income taxes and the 
general rigors of war can be blamed 
for the change. 
| The none-too-good outlook was 
made clear this week by these de- 
velopments: (1) Miami will con- 


We offer on behall of The United States Treasury © New lnwe 


2'2% Victory Bonds of 1963/68 
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VICTORY FUND COMMITTEE 


Scheduling full pages in newspapers, the 
Victory Fund Committees of the twelve 


FOR REPAIRS 


~ 


Farm Implement Field Hit; 
Food Plans Endangered 


Fear 40°% Dealer 
Mortality Due to 
Production Bans 


(Picture on Page 47) 


Chicago, Dec. 3.—A dealer mor- 
tality as high as 40% in the farm 
implement field may be the result 
of government restrictions on the 
production of new machinery and 
repair parts, in consequence of 
which the increased food production 
program set up by the Department 
of Agriculture for 1943 may be seri- 
ously jeopardized. 

This is the prevailing opinion in 
the farm implement business, both 
manufacturers and dealers regard- 
ing the trade situation as so serious 
as to have important repercussions 


fedand ye ok ; on the tremendous job of food pro- 
: ea Pree ederal reserve districts last week tinue to advertise, not for pleasure duction for the United States and 
sonably liberal dividend distribu- . se, for pleas 1e United States an 
sonab y offered a record number of Treasury travelers but to “essential” visitors, its allies which has been scheduled 
tion. bonds, certificates and notes to indi- |. , s , : 
. : and the 1943 promotional budget for the coming year. 
> = vidual and company investors as part of ill take a 80% slash: (2) the Asa ciicheiinmn ’ - . 
Cc. P. Campbell, superintendent of | their nationwide December campaign. ‘ag ti - e a 00% slash; (2) the Asso- estrictions on production, con- 
"lallo 


Foster & Kleiser’s outdoor plant in 
Los Angeles, has written a touching 
little ditty entitled “The Billposter’s 


of Western Railroads will 
|shortly unleash a cooperative cam- 
| paign calculated to keep the public 


Federal Reserve 


GENERAL {§ ELECTRIC 


General Electric Co. explains the grow- 


centration of production among 
smaller plants not in a position to 
service retail outlets, freezing of 


Blues.” And now Kerwin Fulton off trains between Dec. 12 and Jan. ing importance of electric arc welding in | Current stocks and rationing of new 
will ‘have to start all over again 12; (3) and leading metropolitan repairing vital farm equipment in cur- machines, plus serious shortages of 
trying to get people to forget that newspapers, expect winter travel rent farm paper advertising. 


horrid word, “billboards.” 
7 2. 

The Office of Price Administra- 
tion says it doesn’t expect to reform 
our distribution system overnight, 
but when Leon Henderson looks 
over the scene he can admit that 
he’s made a pretty good start. 


i oe 
Postum advertising says it’s not 
a substitute for coffee, but a third 


editions to be “considerably lower” 
in volume than those of last year. 


Banks Pay for 
Victory Bond Copy 


Huge Promotion for 
Special Treasury 
Issue Is Launched 


All-Year Club Continues 


Sun Valley, Idaho’s contribution 
to the winter playtime scene, is still 
getting hearty promotion. Southern 
California, which vies with Florida 
for the bulk of the winter visitor 
| traffic, is using a different tack in 
its advertising. The All-Year Club 


New 


York, Dec. 3.—A new and 


WMC Harnesses All 
Media in Localized 
Manpower Drive 


manpower in the mechanical service 
departments of dealers, all combine 
to paint a gloomy picture of the 
supply side of farm production. The 
trade frankly believes that WPB 
and OPA have guessed wrong on 
the farm equipment situation. 


Long Delay Criticized 


One of the most serious criticisms 
leveled at the WPB is based on its 
| long delay in deciding on steel allot- 


“ - ;ment and production quotas for the 
int i ‘ : ‘ of Southern California, as reported WwW ° | ' ) id lcoming year. The order was not 
hot mealtime drink. And unfortu- | anton De i. Pll  gigge cence ive | in ADVERTISING AGE Sept. 21, is sell- rigtey $ ral ‘issued until Oct. 19, and trade 
nately for coffee drinkers, most of | asury epartmen securiules | ing postwar visits in anticipation of , 


| was struck Monday when full pages | 


Advertising Geared 


; ote . tek I diately opinion is that it will be difficult or 

them are forced reluctantly to agree. in the newspapers of 112 cities agg sand grr ale cer ogy md te Job Publicity ‘impossible to produce sufficient re- 
. correspondent ghjects because | purshene at ie onary ne ne club is spending, through Lard ae cao aes sees te 
‘4 correspondent objects because wee 2% Victory Bonds of) Thomas approximately $185,000, ‘ashing . 1c. 2 hile ; 

the author of “The Diary of an Ad 1963-68. J Washington, D. C., Dec. 2.—While 


Man” ended a sentence with a prep- 
osition. This reader was probably 
so interested in his preposition hunt 
that he completely overlooked a 
darned good idea. 

vv, 

Look accepted Rough Proofs’ 
challenge and submitted the picture 
of its beauty editor as Exhibit A in 
proving its point that women who 
Write about beauty may also be 
beautiful. Anybody else want to get 
on the witness stand? 


, FF F 


Dr. Gerald Wendt says the post- 
war automobile will be a cross be- 


writ 


General Motors on this? 


/some $25,000 less than was appro- 
The pages touched off a drive of | priated last year. 


unprecedented proportions for the! The theme has been shifted to 
special December financing of the | point out that the delightful climate 
Treasury Department, in which 4! which made possible winter sun 
total of nine billion dollars is being | bathing is the same climate which 
sought from banks, investment permits outdoor assembly lines to 


houses, individuals and corporations. | he ysed in making fighting aircraft. 
And one of the most unusual aspects 


of the copy, undiscernable to the | 
casual reader, who found the adver- | . 
tisements signed merely, “Victory | in New York, the New York Cen- 
Fund Committee, First (or other) tral System reported that its pres- 
Federal Reserve District.” was the | © California travel is divided like 
fact that the advertisements were | this: Military, 45% ; urgent business, 
bought and paid for by the Federal | 45%; non-essential travelers (and 
Reserve Banks, each blanketing its | (Continued on Page 44) 

own district. 


Argue Space Consumption 


capital corvespondents and commen- 


tators have been debating selection | 


ofa 


new “czar” to solve the man- 


| ideal period for repair and service 
| work. 

| While stocks of new machines are 
frozen and will be issued to farm- 


power muddle, the War Manpower | ers on a ration basis, the reduction 
Commission has quietly inaugurated | of output to 23% of 1940,-with trac- 


an integrated information, publicity, | tor output held to 14% 


and advertising campaign to expe- 


dite 


transfer of civilian workers to 


critical manpower jobs. 
The problem, one of the toughest 


ever 


assigned to advertising men, is 


one of helping put “the right worker 
in the right job, in the right place, 
at the right time.” 

And the men who are directing 


(Continued on Page 41) 


, is not re- 
garded as nearly so serious as cut- 
ting the output of repair parts from 
150% of 1940, the rate in effect 
during the past year, to 130%. It 
is reported by leading authorities 
that sales in 1942 amounted to 
175% of 1940, the excess over pro- 
duction being taken care of by using 
up inventory. With more old ma- 
chines to be kept in service during 


with a smaller and delayed produc- 


|the coming production season, the 
tween a trailer and a station wagon, While the various Federal Re- e requirements for repair parts will 
“because cross-country trips will be|serve Banks are not complete) Last Minute News Flashes — ,:svondinsly increased, but 
made in airplanes.” Has he checked | strangers to advertising, having | 


v 
Soap operas are on the decline, 
Dr. Chappell, Hooper’s man Friday, 
warns radio advertisers. Seems the 


made occasional use of financial- Design New 3-Man Newscast for Jergens 


legal copy from time to time, their | 
purchase of this week’s advertise- 
ments is unprecedented in Federal 
Reserve history. 


New York, Dec. 4.—After announcing earlier in the week that Hedda 
Hopper would replace Walter Winchell on the “Jergen’s Journal” broad- pets a ae : 
|cast Sunday, Lennen & Mitchell, Jergen’s agency, revealed today that | '° handicap farmers tremendously 
H. R. Baukhage, John Gunther and Robert St. John will fill this Sunday’s 


|tion available, many farmers will 
|not be able to get service. 
| The labor situation, which is sure 


|in their colossal job of food produc- 


: | tio xt yea its them a ri 
little woman just doesn’t have time Opens Special Drive | Spot with “Three-Thirds of the gg specially-designed gone owe pews pc be a ; 4 
to seep her hands in the dish-pan| The full-page copy opened a spe- W nosner ~ hee will pranaguenaaie 0 boc oy +" = yer €eN | service from implement dealers. 
the way she used to. cial Treasury drive, unrelated to the | decided. Winchell is now on a confidential mission for the Navy. _Expert mechanics, factory trained in 
| eee. | (Continued on Page 42) ‘Macfadden to Use Some Letterpress Work fg ee 7 grees og pt 
Curtiss Candy is starting a cam- | New York, Dec. 4.—Effective with February, March and April issues, | 1,4. and a nara ‘oo om a 
Paicn to sell the important role of DIRECTORY OF FEATURES Macfadden Publications will convert a portion of its rotogravure forms po te arn <n ans elle a 
candy in the nutrition program, and Ad-libbing 12| to letterpress in each of its four leading magazines as a voluntary con- outfits organined by the pacrlientntaot - “ 
alr dy has the united support Of | admen in the Armed Forces 19| tribution to the critical copper shortage, according to Carroll Rheinstrom, | ¢,,. special service in the Army 
99.4 '% of juvenile consumers. Diary of an Adman 23 | executive vice-president. A check among other publishers using gravure “i 
,vY, Earnings 32 revealed no other changeovers in prospect, with opinions sharply Forms Service Unit 
10 said farmers didn’t know | Getting Personal 40 divided over the relative savings in critical materials. For example, the J. I. Case Com- " 
hov to sell their products? Paul | !nformation for Advertisers 12 P pany, Racine, Wis., recently reported 
Arr strong reports to mnmnbers of |Gbiusiies .. 44 Cod Liver Cosmetic to Get Promotion the formation of the 518th Heavy . 
the California Fruit Growers’ Ex- | Photographic Review 47 New York, Dec. 4.—Vad, a new cosmetic based on cod liver oil | Maintenance Company, U. S. A., for 4 | 
cha ge that costs of marketing and | Postwar Planning 43 | therapy, produced by Vad Corporation, New York, will make its bow overseas duty as the result of re- = 
advertising their crops this year Private Lines 41 in national advertising ranks with insertions in the February issues of | quests for the organization of such me f 
totaled just 3.39%. | Rough Proofs | Harper’s Bazaar, Town & Country and Vogue and the New York Times,\a unit by the Army ordnance divi- " 
ad Cory Cus. Voice of the Advertiser 26 | with other media probably to be added. Hirshon-Garfield is the agency.| sion. The unit is made up of men 
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taken not only from the manufac- 
turing and branch plant organiza- 
tions of the Case company, but also 
from the service departments of 
many of its dealers. Nearly 200 
men make up this particular unit 
and types of workers include master 
mechanics, automotive mechanics, 
welders, blacksmiths, electricians, 
carpenters and leather workers. 
Other leading manufacturers have 
organized similar units. 

Burl George, Spring Valley, 
one of the best known implement 
dealers in the country, 
retired as president of the National 
Retail Farm Equipment Association, 
told a recent conference of agricul- 
tural engineers in Chicago that he 
had formerly kept seven factory- 
trained shopmen busy on 
equipment servicing, repairing and 
reconditioning. All but one had 
been lost to the Army or to war 
industries. Since Mr. 
that address, the last man has gone, 


his service business by selling parts 


over the counter, and putting it up) 


to the farmers, with his own “know 
how” supplied without charge, 
do the actual labor. 
Another serious blow 
cessful maintenance of the farm 
equipment dealers and their servic- 
ing facilities is the OPA ceiling on 
prices for reconditioned equipment. 


| when it was traded in. 
Tll., | 


who recently | 


farm | 


George made | 
jas the Share 
and he is now planning to carry on| 


to | 
|company reproduces a poster which 
at the suc-| 


Dealers are not permitted to carry 


used equipment in stock for more} 
than 30 days, but must turn it in| 
for scrap if it is not sold within 
that time. In reconditioning a ma- 


,| chine, the dealer is allowed only the 


list price for repair parts, the actual 
cost of labor, and a 5% gross mar- 
gin on the entire job, including the 
allowance given on the old machine 
This figure, 
dealers say, is not enough to cover 
overhead, much less leave room for 
a fair profit. 

The service picture is also com- 
plicated by shortages of welding 


'rods for farm equipment repairs, as 


well as by the inability of service 
men to get sufficient gasoline under 
rationing quotas. 

As a result of certain shortages of 
farm equipment and repair parts 
for 1943, many of the manufacturers 
are making special efforts to help 
farmers and dealers by such ideas 
Machines for Victory 
campaign organized by New Idea, 
Inc., Coldwater, O. 


Explains Success 


In advertising to the trade the 
is being displayed in retail stores, 
announcing “To help your neighbor 
is to help your country,” and ex- 
plains how the plan is working. 


“Just a poster, a plan—and some 


| blank forms that make it easier for 
a dealer to assist his customers in 
sharing farm equipment with one 
another—yet how well it works! 


| Wherever dealers have truly entered 


into the patriotic spirit of this cam- 


paign, the evidences of its success 
are irrefutable. 

“Farmers are grateful for the 
assistance it gives them and the 


crops it has already saved. Dealers 
enthuse because it enables them to 
keep busy despite limited stocks of 
goods and contributes both to their 
morale and their purse. We shall be 
glad to send complete details to any 
implement dealer.” 


Bulletins Employed 


The International Harvester Com- 
pany has established a ‘dealer 
security” program and has _ been 
issuing bulletins regularly to _ its 
dealers, discussing how to reduce 
overhead and how to merchandise 
repair parts and service business. 
Harvester is generally regarded 
being in a better than average posi- 
tion to assist its dealers, since trac- 
tors and combines require more 


parts and service than most other | 


lines of farm equipment. 

In its advertising to farmers, IHC 
is urging, “Stick to your farm 
equipment dealer. Repair now for 
a year that will be tough!” 

Farmers are being offered signs | 


IM MIGHTY LUCKY TO BE 
AWICHITA BOOM BABY’ 


. . 
There are millions of “Boom 
Babies” all over the country these 


days. But a “Boom 


Because Wichita is a Boom Town 
Olafson } ‘s 
His dad 
is Senior Inspector, Machine Shop, 


Wichita. ‘i 


“Freddie” 


is among the lucky ones. 


with a future! 


Boeing Airplane Co., 


Kansas. 


Already the Wichita population 


figure is over 200,000, 
told 
are making money. 


these 


But 


need to be 


need to know that Wichita is plan- 
Wichita in- 
tends to stay big and prosperous. 


ning for the future. 


schedule 


Your radio 


will not only 
sales 


floor for future sales. 


Baby” 


Wichita is something extra special. 


You don't 


you do 


on 
immediate 
but you'll be on the ground 


KFH is the 


folks 


KFH 


only full-time 5000-watter in 
Kansas. 
Montague Studios 
: ae = THAT SELLING STATION 
Seema Lt pret pat ] ’ KANSAS’ BIGGEST, RICHEST MARKET! 
| TeuPet KANSAS GTN 


| Dopce City 


PRATT 
| 
_—— KINGMAN 
— 
{ WOODWARD 


Glenn D. Gillett Computed Field Strength Disributien Based on Performance 


end Previous Survey Measurements — S000 Watts Day and Night October 1941 
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CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


needed; 
| weaknesses 


as | 


|}operation and adjustment. 
ithe tools and the expert knowledge. 


that you can count on getting the 


of 


| severity 


;/new 


| limitation 


| headache 


for posting at the farm gate, pro- 
duced in patriotic colors, carrying 
the announcement, “The equipment 
on this farm is Pledged to Victory,” 
and accompanied by a seal showing 
that the equipment is inspected and 
registered. 

In its copy to farmers explaining 
the need of proper repairs, the com- 
pany says: 

“The most practical 
can do is to put every piece of 
equipment in shape for maximum 
use when the time comes. Go over 
your machines now, while all your 
needs are fresh in your mind. List 
the worn parts; itemize the work 
check up on all service 
in your tractor, ma- 


chines and tools; put workable, dis- 


carded implements back on the job. | 
equipment—Pledged | 


Dedicate 

to Victory. 

“The first step is to sign up with 
your experienced farm equipment 
dealer. He is fully qualified to put 
the best possible performance back 
on your fields. He knows each 
He has 


your 


He will have the parts if you give 


| him time. 
“Talk over your needs with him. | 
Get in line on his order books, so | 


parts and be certain that all repair 
work is done when the season opens 
| next spring.” 

One of the things in the govern- 


|ment control picture which rankles | 
|in the minds of 
'dealers in the farm implement field 
iis the 


manufacturers 


great job of getting in the 
scrap from the farms 
undertaken and successfully carried 
out by the dealers with the help and 
support of their manufacturers. This 
campaign, promoted by manufac- 
turers in advertising such as that 
International Harvester and 
Allis-Chalmers Mfg. Company, pro- 


duced 2,000,000 tons of scrap. The 
1943 program of farm equipment 
production reduces the steel con- 
sumption of the industry by 540,- 
000 tons. 
PROTEST WPB ORDER 
Washington, D. C., Dec. 2.—The 
| War Production Board’s farm} 
machine production curb headed 


|toward a Senate committee investi- | 


gation this week as protests over its 
increased. 

Both President Roosevelt's 
requirements committee and a spe- 
cial Senate committee investigating 
national defense have assailed the 
WPB order limiting production of 
farm implements next year to 
a fifth of the nation’s estimated 
normal needs. 

Secretary of Agriculture Wickard, 
who heads the food requirements 
committee, has protested to WPB 
Chairman Donald Nelson that the 
20% over-all limitation on 
farm implements for 1943 will ham- 
per the gigantic U. S. food produc- 
tion program. He urged a mini- 
mum over-all production of 40% of 
the 1940-41 production. 


Chairman Harry S. Truman of the | 
| Senate 


committee is getting ready 
conduct hearings on the WPB 
order as well as on ra- 
tioning of farm machinery. 

Distribution presents another 
for the authorities. A 
large portion of the farm machinery 
quotas under present limitations has 
been given to the smaller manufac- 
turing companies. Many of these 
are said to lack distributing facili- 
ties in the areas where heaviest 
food production is expected. 


Crandall Made Director 
George Crandall, acting director 
of publicity since Sept. 1 for Co- 
lumbia Broadcasting System, New 
York, has been named director. 


to 


thing you . 


and 


which was 


food | 


new | 


FARM PROGRAM | 


war soor 07 
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See COCKSHUTT DEALER 
NOW...DON'T WAIT UNTIL 
NEXT SPRING! 

| Samreeere sis eect sarees 


every four 
amplements will be ratwoned by Government control 
| Many farmers will have to go without 


an efficient ine That's 
lookang ahead to next Pood 


parts are still available, Mie gern 
Seny Gams teal tn Ba oumtitton tr ho en 0 a 


‘This is @ wise move. To help farmers make it, Cockshutt 
has originated the Cockshutt Farm Equipment Conservation 
Program . . . @ simple, easy-to-follow plan which outlines 


parts, paint, 
éet ready for next ‘wring. 


Get the details LA. this program from your Authorized 
| Cockshutt Dealer ai ce he is ready to help you with 
advice and service “Ach Gor the aow Cochebeatt Farm Equip 

ment Conservation booklet which lists points which shduld 
oy checked when reconditioning your 


THIS BOOKLET SHOWS 
HOW YOU CAN GET 
READY FOR 1943 
NOW...HOW YOU 
CAN SAVE TIME, 


SMITHS FALLS + WIMMPEG © REGIA 

SASKATOON + CALGARY * EDMONTOM 

COGGHUTT FLOW QUEBEC UMITED COGKUTT PLOW MARITIME LaeTTD 
MONTREAL, QUE Teueo, Ma 


The Canadian dealer occupies a promi- 
nent position in 1943 plans of Cockshutt 
Plow Co., which is using this and similar 
advertisements to acquaint farmers with 
its farm equipment conservation program. 


WNYC, New York, 


Gains Night Time 
in 2-Year Battle 


Washington, D. C., Dec. 1.—Mayor 
Fiorella H. LaGuardia’s two-year 
battle for full-time operation for 
New York City’s municipally owned 
station, WNYC, ended in a compro- 


mise this week when the Federal 
Communications Commission by a 
5-2 vote granted the station 


permission to operate to 10 p. 
EWT. 

WNYC will operate with one kil- 
owat power, and a directional an- 
tenna, from local sunset in Minne- 
apolis until signoff. 

The commission had_ previously 
refused to grant WNYC’s application 
for full time, which had been hotly 
contested by WCCO, Minneapolis, 
CBS-owned clear channel station, 
on the grounds that the Eastern sta- 
tion would curtail WCCO’s service 
to midwestern rural areas. 

During the course of the two-year 
fight Mayor LaGuardia had drama- 
tized the case as a “battle of the 
people” against the Columbia Br: 


m., 


casting System, appearing as a spe- 
cial attorney before the FCC to 
plead his case. WCCO’s claim to 


continued clear-channel service 
the other hand, had active su} 
from farm organizations and ‘ 
Harold E. Stassen of Minnesot: 


Four A’s Elect Goodkind 


Goodkind, Joice & Morgan, ( /'- 
cago, has been elected to mem 
ship in the American Associatio:: 0! 
Advertising Agencies. 


“Ask your 

Agency 

to ask the 

COLONEL!” 62h 
nea 


5000-1000 WATTS «+ 


WTCN 


BLUE NETWORK 


MINNEAPOLIS-ST. PAUL’S 


BEST BUY! 
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December 7, 1942 


In the long noon time, when everyone else went 
out for meat and wine, young Ben Franklin re- 
mained behind in his brother's print shop. 

Eating no more than a handful of raisins and 
drinking only water, he read one of the books 
for which, as he said, “... all the little money that 
came into my hands was ever laid out.” 

And this reading, save for two years in a gram- 
mar school, was all the education he ever had. 

It was a kind of education that he continued 
all his life... and it carried him finally to heights 
of greatness, recognized alike by the humblest 
folk in America and the elite of Europe's glitter- 
ing courts. 

It made him the First American, the greatest 
all-around man of his time, and gave him an im- 
perishable place in history. 

: : ry 


HE TRUE STRENGTH OF AMERICA TODAY lies in 
the fact that it is possible for every boy and man 
to educate himself through reading, as Franklin did. 


ADVERTISING AGE 


In more than 7,500,000 American homes, the intri- 
guing pages of The American Weekly help to develop 
the reading habit in every member of the family. 

There are some who may look superficially at the 
content of this great magazine and ask whether it 
supplies the same kind of mental food as that upon 
which Ben Franklin fed. 

Franklin had a robust and universal taste. All his 
life he was interested in the human stories of love, 
adventure, intrigue, mystery and human passions such 
as make up the so-called romantic or sensational 
content of The American Weekly. 

He had, too, a genius for the “practical” side of 
life, such as is catered to in the service pages 

But Franklin also went beyond these, as the readers 
of The American Weekly do, and read profoundly in 


THE 


Greatest 
Circulation 


in the World 


In the Courts of Europe, Benjamin Franklin won the first respect for Democracy. 


From Printers Devil to (REATNESS 
\ ..MEADING lighted his way 


such fields as history, biography, science, philosophy 
and religion... fields which The American Weekly deals 
with so simply that it influences the minds of millions, 
yet so authentically that schools and scientific institu- 
tions all over the country use this material. 

Because it has an eager interest in every facet of 
life, The American Weekly, distributed from coast to 
coast through 20 great Sunday newspapers, has be- 
come the library of the millions. 


’ y ry 


The national advertiser who consistently associates 
his product with such an institution is tying up with 
the greatest force known in advertising. He is 
making his advertising message, like the rest of The 
American Weekly, the week-after-week reading HABIT 
of more than 7,500,000 families. 


ERICAN 


== SAWEEKUY 


“The Nation’s Reading Habit’”’ 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Buoc., Cuicaco 5 Wivtunor Souane, Bostow ... Ancape Bupc., St. Louis Havsa Broe., Crsvetano 


Gesenat Morons Buoc., Dernorr... 101 Monterra Sr, Artayta. 


. Eotrsow Bunc., Los Avceres Heanet Bioc., San Paanctsco 
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ADVERTISING AGE 


December 7, 1942 


Ad Council's New 


War Copy Plans 


Told by LaRoche 


Chicago, Dec. 3.—New and im- 
portant developments in the war 
advertising plans of the Advertising 
Council were reported tonight to 
the Central Council of the Ameri- 
can Association of Advertising 
Agencies by Chester J. LaRoche, 
chairman of the council and chair- 
man of the board of Young & Rubi- 


cam. 
Among them is the completion of | 


zine advertising which will run in | vidual companies or industries and| problem it could handle the subject 
every issue of the principal maga-| which will help promote objectives|of manpower as that subject 
zines for the duration, providing a|jin which the government is in-| touches its interests. 
total circulation of 100,000,000. terested. “The problems of tires, gas and 
“This makes the most gigantic | “Merely to illustrate the principle, | automotive conservation are naturals 
campaign in the history of advertis- | but by no means to presume to sug-|for the tire and automobile and 
ing,” Mr. LaRoche declared. “Work- | gest what any industry would do,” | gasoline businesses to continue. 
ing with the Advertising Council,| he said, “suppose that the great to- “Fuel conservation, and what to 
nine different agencies have met! bacco companies joined with the|do about it, might be a theme that 
and submitted plans and layouts|drug industry and doubled the | would interest those in the heating 
for this campaign. The initial ad-| power of the war bonds campaign. | equipment field.” 
vertisements are written, and it is |As a corollary, insurance companies | Describes Sales Work 
expected that next week they will | could explain the problems of in- 
be sent to all the publications for |flation, and the banks could bring, The speaker described the United 
insertion. | both efforts into focus by local ad-| States Citizens’ Service Corps, or- 
“Stressing as it does the theme of | vertising. |ganized under OCD as a sales or- 
total war, this campaign should| “The food industry would be well | ganization which can help sell war 
form a background for and imple-| qualified to explain the problem of|ideas to the public, and follow up 
ment everything else we do.” food rationing and _ conservation.| the effect of much of the war ad- 
Mr. LaRoche outlined the oppor-| This industry is large enough to|vertising now being done. For in- 
tunities for helpful advertising| tackle another important issue—be- | stance, he said, 2,000,000 of its 


the ambitious program of maga-|which can be sponsored by indi-| cause of its concern with the farm| workers are now merchandising the 


AMERICA’S 4th LARGEST 
GENERAL MAGAZINE 


Makes Your Advertising Truly National 


Of the four largest “general” magazines, only Farm Journal 
addresses itself to rural Americans. The circulations of the 
other three bulk largely among urbanites. 


Doesn't this simplify your advertising problem? Do you 
want to influence the nation as a whole? Do you wish all 
Americans to remember your brand name, continue to 
patronize your dealers, think favorably of your war effort, 
believe in the principles that will maintain your business 
“after the war’’? 


Many of America’s largest businesses have answered, 
“Yes, make my advertising truly NATIONAL,” and have 
included Farm Journal as one of their primary magazines. 


Overwhelmingly America’s Largest Rural Magazine 


'“Share the Meat” campaign by 
| door-to-door canvassing. Six weeks 
ago, in connection with the govern- 
|ment’s typewriter repurchase plan, 
\they helped clean out the surplus 
typewriters in Florida, he said 
Shortly they will go to work on the 
car pooling job. Mr. LaRoche said 
that he visualized ultimately an 
army of 3, 4 or 5,000,000 door-to- 
door workers cooperating with gov- 
ernment campaigns. 

In summarizing the results of th: 
work of the Council to date, th 
speaker said that advertising agen- 
cies have contributed voluntee 
work representing the equivalent o: 
$3,000,000 of payroll time, and tha: 
the Department of Commerce esti- 
mates the value of space and tim: 
donated to the government in the 
first year of the war at $60,000,00( 


Sketches Scope of Field 


One of the most interesting fe.- 
tures of Mr. LaRoche’s talk was his 
definition of the size and scope of 
the advertising business as a source 
of service in talent and facilities to 
the government advertising pro- 
gram. He estimated that a total of 
11,547,000 people are directly or in- 
directly concerned in advertising, 
with 40 billion dollars’ worth of 
plant equipment in some measure 
| dependent on advertising for its 
| vitality. 

Dr. Miller McClintock, president 
of the Advertising Council, re- 
viewed in detail the numerous cam- 
paigns which have been executed 
for the government through the 
facilities organized by the council, 
and indicated the numerous other 
important advertising projects on 
the agenda of the Office of War In- 
formation. The council, he said, has 
been able to keep pace with the 
government program. He asserted 
that the Council represents the no- 
blest type of business organization, 
and that it will create permanent 
respect and appreciation of adver- 
tising on the part of government 
and the public to a degree that can- 
not be realized at present. 


R. J. Scott Presides 


The talks which followed the din- 
ner meeting tonight were heard by 
a large group of members and non- 
members of the Four A’s. Sessions 
earlier in the day were closed, in- 
cluding talks by John Benson, presi- 
dent of the Four A’s, Dr. Lyndon 
Brown, vice - president of Lord & 
Thomas, and others. Tonight’s ses- 
sion was presided over by R. J 
Scott, of Schwimmer & Scott, chair- 
man of the central council of the 
Four A's. 


ABP Members to Get 
Scrap Drive Details 


Members of the Associated Busi- 
ness Papers will meet with officials 
of the War Production Board on 
Monday, Dec. 7 at the Union League 
Club in Chicago, and on Friday, 
Dec. 11, at the Waldorf Astoria in 
New York, to discuss plans for 4n 
industrial scrap metal campaign. 

E. W. Greb of WPB will be the 
guest speaker in Chicago and W. L 
Batt, vice-chairman of WPB, w'!! 
speak in New York. 


Industry in Troy's A. B.C. City 


Zone has added thousands ot 
female workers. Example 
Women now comprise a third of 
the United States Arsenal's force. 
To reach women wage-earners in 
this major New York market use 
Troy's sole dailies. 


vem THE TROY RECORD 


KheoRD 
vows THE TIMES RECORD 
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All Advertising Direct 
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December 7, 1942 ADVERTISING AGE 


With more than 


1.000.000 


lines of National Advertising 


.-. The Chicago Sun finished its first year, a war year 


when the advertising trend was down! But so obvious 
was the need for The Sun in Chicago, so enthusiastic 
the acceptance, so widespread its support... that 


National Advertisers waived the usual two-year pro- 


bationary period... gave more business to The Sun 
than any new big-city newspaper ever had before! . .. 


Because it had a big job to do—and has done a big job... 


No new newspaper 
ever went so far so fast 
as The Chicago Sunt 
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Sees Public Works 
and Housing as 
Postwar Essentials 


Must Supply Jobs for 
All, Insurance Admen 


Told by McDonald 


New York, Dec. 3.—Despite the) 


fact that the cessation of the war 
will probably lead to a stampede for | 
new radios, automobiles, home ap- | 
pliances and a host of other appli- 
ances which are not now available, 


the specter of a possible 10,000,000 | 
people without jobs still haunts the | 


postwar world, Stewart McDonald, 


chairman and president of Maryland | 


Casualty Company, told the Insur- 
ance Advertising Conference 
day session here today. 

To offset this picture, Mr. McDon- 
ald said, ‘the immediate opportuni- | 
ties that will be ours, when peace | 
comes, fall roughly into four classes 
where new development is clearly 
indicated. These are in the fields 
of public works, housing, aviation, 
and the many new products now 


one- | 


‘being developed in the research lab- 
| oratories of our large companies.” 

A program of postwar public 
works involving the expenditure of 
'$10,000,000,000 a year for five years 
is already being planned in Wash- 
ington, he revealed. 

“Let there be no mistake about 
it,’ he said. “To keep within our 
| control the events which will follow 
the termination of the war will tax 
|to the extreme all the ingenuity, en- 
| terprise, imagination and everything 
|else that we as a nation possess... 
| There are at least 40 commissions, 
| committees, foundations and other 
organizations engaged in some sort 
of attempt to plan a postwar pro- 
gram. .. What we can do and must 
do, if we are to survive as a demo- 
cratic nation, is to plan ahead for 
'a variety of possible contingencies 
and be prepared as best we can to 
meet whatever comes. 
| “There is one school of thought 
|which is already predicting the 
| greatest business boom in _ history 
immediately following the end of 
| hostilities. 
| mendous reservoir of 
money which will be cut loose for 
|the purchase of things which the 
| Ameri ican people are now 
without. The spending of this 
money will certainly provide a 
burst of prosperity, of a sort. 


| 


They point to the tre-| 
stored-up | 
, Our 


| peacetime activities. 


doing | 


But | 


solid foundation for lasting business | 


prosperity.” 

We went through a similar buying 
splurge after the last war, Mr. 
McDonald said, but if some sort of 
controls can be exercised this time 
to prevent splurging from becoming 
the order of the day, the volume of 
dammed-up money can help ease 
the postwar strain. 


Jobs Are Major Problem 


The one major’ problem, he 
pointed out, is to eliminate jobless- 
ness and bread lines after the war. 
Between 30 and 40 million people 
will be released from war industries 
and the armed forces when the war 
ends, he said, perhaps leaving 10 
million who are not absorbed into 
“Therefore,” 
he said, “one fact is inescapable. It 
is that these 10 million people must 
be fitted back into a normal life in 
the shortest possible time. . . 

“If the American system of free 
enterprise is to survive, it must take 
on a great share of this tremendous 
responsibility of creating jobs for 
these millions of men and women. 
system of private enterprise 
must shoulder, too, a major part of 
the responsibility for maintaining 
permanently after the war such 
continuous full employment as will 
keep our national income some- 


_in my opinion, it will not provide a| where near its wartime level of 100 


Farm income of the 
in the Toledo 
Area is far 


Retail 


higher than 


average for the State of Ohio 
Add war-worker income of Tole- 
and 
DOUBLE- 


do's 75,000 factory workers 
you have *Ohio’'s 
VALUE market 


31,000 tarms 
Trading 
the 


shortages. 


Wars don't last forever. Shortages are seldom per- 
manent. Will the post-war period find the demand 
for your brand name sufficient to command shelf 
space when it will again be at a premium? 

Will new brands filter in? That will depend upon 


the effort you put forth to retain your hold on con- 
sumer purchasing power. 


REPRESENTED 


Open spaces appear in the formerly crowded shelves 
of retail stores —open spaces where possibly your 


product previously stood. Wartime is here — with 


TOLEDO BLADE 


One of America’s Great Newspapers 
BY 


PAUL BLOCK 


Crowded shelves yesterday 


HALF-EMPTY SHELVES TODAY 
Crowded shelves tomorrow 


AND’ ASSOCIATES 


|such projects in 
\the virtual redesigning of some of 
|our large cities. 
|apparent that many of our big cen- 
a of population are obsolete and 
| to live or do business. . . 
| ple believe, 
ithat the job of 
| more adapted to modern conditions 


|undertakings of our 


| we 


billion dollars.” 

Declaring that “no one doubts” 
that there must be some continua- 
tion of government controls when 
the war ends, but that nevertheless 
the government cannot run _ the 
whole show, Mr. McDonald asserted 
that “what is needed, and what I 
believe we can achieve, is a perfec- 
tion of our present American system 
of free enterprise where there will 
be full and harmonious cooperation 
between the government and pri- 
vate business, in which each will 
have its proper role. 

“With this harmonious coopera- 
tion, I believe that our American 
system of private capital and free 
enterprise based on reward for in- 
itiative and industry can tackle all 
our postwar problems and beat 
them, bringing us to a peak of pros- 
perity never before attained in any 
country.” 

Turning to the subject of new de- 
velopment, Mr. McDonald, who for- 


merly was administrator of the 
Federal Housing Administration, 
said: 


“Already there is being planned 
in Washington a large-scale pro- 
gram of public works projects, 
calling for an expenditure of some 


| 


10 billion dollars each year for the | 


New Propeller 


first five years after the war ends. 
Such a program will provide em- 
ployment for millions of people, and 
stimulate many classes of business 
and industry all along the line. It 
will do much to provide a cushion 
to ease the jar of the postwar read- 
justment period. . . 


To Revamp Cities 


the most ambitious of 


contemplation is 


“Among 


It has now become 


inefficient as places in which either 
Many peo- 
and I am one of them 
makiny our cities 
will be among the most valuable 
times.” 

As Mr. McDonald 


for housing, 


| said, there is an estirnated need for 
|the construction of one to two mil- 
|lion new 
| for 


housing units every year 
ten years after the war, and 
“the low-cost prefabricated house 
built on an assembly line and put 
into mass production will undoubt- 
'edly be among our postwar develop- 
ments.” Developments in the avia- 
|tion field and the flow of new 
| products promise amazing things in 
| the postwar world, he added. 
“Every change in our way of life 
| needs interpreting to the public,” he 
| concluded. “Today that interpret- 
|ing job is being done for business 
|and industry by advertising. In the 
| field of insurance, you have done 
| particularly satisfactory job. When 
read the figures showing the 
growth of all forms of insurance 
over the last quarter-century, you 
can have the satisfaction of knowing 
that your work has played an im- 
| portant part in selling the principles 
}of insurance protection to the Amer- 
|ican people. Your job is not fin- 
| ished, nor will it ever be finished.” 


IN PRODUCTION 


Actual commercial production of a new 

propeller is announced in large-space 

newspaper copy by Wickwire Spencer 
teel Co. 


Wickwire Launches 
Intensive Drive on 


New York, Dec. 3.—Climaxing 
two years of intensive development 
on an automatic, variable pitch pro- 
peller, Wickwire Spencer Steel 


/'Company has launched a vigorous 


| can 


advertising campaign using news- 
papers in Boston, Worcester, Buf- 
falo, Chicago and the Pacific Coast 
area, to announce actual commercial 
production of the propeller. Fuller 
& Smith & Ross, Inc., is the agency. 

This new addition to the Wick- 
wire line of wire rope and cables 
will be featured in full page adver- 
tisements in aviation trade papers 
which include Aero Digest, Ameri- 
Aviation, Aero Engineering 
Review, Aviation, Commercial Avia- 
tion and Western Flying. 

Institutional insertions will be run 
in Business Week, Newsweek and 
Time, giving prominence to a differ- 
ent product each month. For the 
present, advertising on the pro- 
peller will be integrated with the 
company’s institutional policy. 

Whether or not daily newspape 
will be employed continuously from 
coast to coast depends entirely upon 
war developments and conditions in 
general, asserted George L. Randall, 
advertising and _ public relations 
director for Wickwire. The cam- 
paign is scheduled to run _ indefi- 
nitely. 

Promotional plans are being pre- 
pared which include the production 
of films concerning the actual work- 
ing of the propeller. 


Delson Named Editor 


Louis E. Delson, for five years 
advertising manager of the Centra! 
Trust Company of Illinois and for 
eight years with Albert Frank & 
Co., Chicago, has been named man- 
aging editor of Manufacturers News 
Mr. Delson, who has written severa! 
books on advertising, formerly di- 
rected the Selling Through Adver- 
tising Clinic. 


; MINNEAPOLIS, MINN. 
_ STREETCAR AND BUS ADVERTISING 
Sueeceuee ST. PAUL « DULUTH + SUPERIOR 
Member of N. 


CAR CARD SPACE 


} READERSHIP Is UP 
DP RIDERSHIP Is UP | 
RATES STILL tow 


ACT TODAY! 


MURRAY & MALONE CO. 
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~ OFFICIAL WASHINGTOD 
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LES + 1cKes * JEFFERS 


' ARNOLD & EASTMAN HALIFAX 
ARNOLD, on Bombers and Fighters, tells about ten thrilling new developments ... EASTMAN, on Transportation—“Carriers and shippers have co-operated splendidly" . . . 
HALIFAX, on the British Front—"For nine years the Axis prepared ... and the wonder is that they did not do better! . .. HERSHEY, on Selective Service—"No man is expected to abdicate 
, his responsibility” ... HOOVER, on Espionage—“12,000 dangerous enemy aliens interned!” ... ICKES, on Oil—"“Industry an inspiration to every American... tribute to our democratic 
; processes” .. . JEFFERS, on Rubber—"The man in the street . . . wants to get this war job over as quickly as possible . . ." 
. KING, on The Fleet—"Those who have seen action have measured up fo our expectations” .. . KNOX, on the Navy—"“Today, we are fighting back". . . LAND, on Ships— | 
"We have made telling strides towards the goals we seek" . . . LANDIS, on Home Defense—"10,000,000 people learning what to do in an emergency” . .. McNUTT, on Manpower— 
; “We must speed up the conversion of our factories and our lives” . .. NELSON, on Production—" ... a year ago, who would have thought that the job could have been done at all?” 
; tee PATTERSON, on the Army— "Better trained than in the first World War" ... WICKARD, on Agriculture—"“Unbelievable accomplishment, due to planning, hard work and weather..." 
#] 
a 
d 
n LANDIS ( McNUTT NELSON PATTERSON <= WICKARD g 
n 
n 
F From the keymen around the Presi- WASTE GOES ON-— Senator Byrd gets AMERICAN INDUSTRY 
: dent, the directors of production, mili- | down to brass tacks in his campaign for 
tary and civilian activities, comes this economy in government...says 100,000 VOM he beton 
thrilling roll of accomplishments and the people are in useless government jobs in- 
prospectus of our future, for this First- stead of war production ...names names In this January issue, leaders of indus- 
year-of-War anniversary issue . . . on sale and points places! Something to take up try, manufacturers of goods for both the 
December 4th... Pearl Harbor December with your Congressman! war and the home fronts...report present 
r aos ia ae es . , progress and future promise...in adver- 
pile lid Ge me & oer CONVOY TO MALTA... by an nine tisements that are thrilling reading... 
& canin the Merchant Marine,of the convoy advertisements concerned with everything 


\- 


THE POPE AND THE WAR... first 
time published, the story of the political 
pressure of totalitarian nations on the 
Vatican... and the reasons for the neu- 
trality of the most misunderstood man 
in the world today... written by a non- 
Catholic, Eleanor Packard, United Press 
correspondent in Rome for years...A real 
contribution on a subject that has had 
the whole world wondering. 


BLACK BRAIN TRUST—The negro in- 
tellectuals of the nation have begun to use 
the democratic device to improve their 
lot—pressure politics! And it’s working! 


1 
THE 


CIRCULATION 


“that must go through at all costs!”” The 
first step in the present North African 
campaign... the convoy that paved the 
way for the defeat of the Afrika Corps. 


Only The American Magazine 
could bring together so many important 
people with so much important informa- 
tion—within the covers of a single issue! 
Concerned with everything important 
that concerns every American...with cir- 
culation up every month for 21 consecu- 
tive months—this magazine again proves 
itself today’s major medium for adver- 


tising today!... Find out more about it! 


MAGAZINE 


THIS ISSUE 


N THE SERVICE OF THE NATION 


Métal 


OVER 


important that concerns every American. 


Widely quoted in the world press... 
grown in influence in Washington and 
Main Street...The American Magazine, 
with advertising linage up 112% in this 
issue, again stands out as today’s major 


medium for advertising today! 


The Crowell -Collier Publishing Company 
250 Park Avenue, New York City 


JANUARY ISSUE 
OUT TODAY 


2,630,000 
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meaning of free enterprise. 
try must counter with everything | 
that yet remains in our hands, the 
misuse and the continuance of gov- 


End U. S. Controls 
s 
on Business After ernment control after the war is 
" a and pond ry he ed for it 
o longer exists, said. 
War, Says Witherow Praises War Record 


New York, Dec. 4.—Asserting The conversion of industry to the} 
there will be no such thing as free | “@" job on hand has been achieved 
enterprise if regimentation exer-| with a speed and efiiciency un- 
cised during the present emergency | matched —— in the wildest dreams 
is not relaxed after the war, William | of a dictator, he declared. What 
P. Witherow, president of the Na-| has been accomplished since Pear] 
tional Association of Manufacturers, | #arbor could have been accom- 
which held its 


War Congress of | Plished under no other system of 
American Industry here this week, government than a democratic one. 
said that such a continuance would Many of those who accept the 
result in the most cumbersome and miracles of American manufactur- 
inefficient brakes on business and | !"& methods as a matter of somes 
industry imaginable, | will be amazed, Mr. Witherow said, 


Mr. Witherow called upon indus- when military censorship is ulti- 
try to employ every available me- mately lifted and production | 
dium to break through the haze of achievements of the war are re-| 


ae eres vealed. 
uncertainty that obscures the out- The role of industry was also 
cited by Wilfred Sykes, president of 
Inland Steel Company, Chicago, 
who declared that it is necessary 
proper functioning of a 
business for decisions to be made 
by management and management 
alone. “To introduce a commissar 
at each step will destroy initiative 
and consequently all that has built 


THE WORLD'S BEST SPORTS WRITERS 


IN for the 


, MEANS THE WORLD'S 


, BEST SPORTS READERS 
OUTDOORS, 729 BOYLSTON ST., BOSTON. MASS 


Mr. Sykes assailed any govern- 


‘ment edict which requires free- 


born Americans to pay tribute to a 


|self-imposed leader who may be 


solely interested in furthering his 
own personal interests. He specifi- 


'cally named the United Mine Work- 
ers Union, the A. F. of L. and the 


C. I. O., and added, “The American 
public is being told that those who 
work and those who are employed 
by industry are entitled to partici- 
pate in the decisions of manage- 
ment.” 

Management must remain man- 
agement, Mr. Sykes claimed. Any 
attempt to sovietize it by making 
every decision the subject of debate 
and discussion demolishes the whole 
system of free enterprise, because 
it would bring it to a point where 


management cannot function, he 
said. 
Other prominent leaders at the 


Congress included H. W. Prentis Jr., 
president, Armstrong Cork Com- 
pany, Lancaster, Pa., who addressed 
the group on “The Way to Free- 
dom”; J. Howard Pew, president of 
the Sun Oil Company, Philadelphia, 
who called on industry and agri- 
culture to save humanity from slav- 
ery; and Ernest E. Norris, president, 
Southern Railway System, who told 
manufacturers the railroads will 


J oe it-in Philadelphia 


PUBLICITY DIRECTORS 
| DISCUSS PROBLEMS 


| New York, Dec. 2.—Publicity and 
| public relations directors of approx- 
imately 150 manufacturing organi- 
| zations met here Monday and Tues- 
‘day for informal, off-the-record 
discussions of their problems in 
connection with the War Congress 
|of American Industry held under 
;the auspices of the National Asso- 
‘ciation of Manufacturers. 

The conference was organized at 
|the instigation of Paul Garrett, 
| vice-president and public relations 
| director of General Motors Corpora- 
tion, and drew enthusiastic com- 
ments from those in attendance, 
| who indicated that similar confer- 
| ences would prove extremely help- 
|ful from time to time. 

One interesting feature of the 
|discussion was a talk by George 
|Morrison, advertising manager, 
| International Silver Company, 
|Meriden, Conn., who presented a 
|complete analysis of the manner in 
| which his company has used adver- 
| Hsing to recruit war workers. Inter- 
|national was among the first to turn 
advertising to this specific task, he 
reported, using a considerable 
schedule of display copy with meas- 
urable success. 


Extend No-Freeze 
Copy to ‘Post’ 


The first national campaign for 


No - Freeze, an anti-freeze used 
without water in an automobile 
cooling system, will be extended 


beyond its original schedule with a 
half-page advertisement in the Dec. 
26 issue of The Saturday Evening 
Post. 

Promotion of the product, made 
by Great Northern Chemical Com- 
pany, Oak Park, Ill., was reported 
in ADVERTISING AGE Nov. 2. 


Behe! | 


& Waldie & Briggs, Chicago, the | 


Machine Cotton 
Picker Revealed 
by Harvester 


Chicago, Dec. 3. — International 
Harvester Company introduced a 
new product to the postwar market 
this week—a mechanical cotton 
picker developed after 40 years of 
experimentation. 

Promotion of the dream machine 
is still far in the future and, in fact. 
few if any models may be produced 
next year. But Fowler McCormick 
International Harvester president 
said the company is satisfied tha’ 
the machine has been developed t 
the point where it may be profitab]) 
operated in the nation’s principa 
cotton growing areas. 

“This has proved to be the mos! 
difficult designing and engineerin; 
job in the history of modern agri- 
cultural machinery,” he said. “We 
have produced experimental ma- 
chines for many years, but up to 
now we have never said that we 
had a successful cotton picker.” 

The picker is a machine attach- 
ment to be mounted on Harvester's 
medium-size tractor, which provides 
the power for the operation. It rep- 
resents a formidable investment for 
the small cotton tract operator, but 
is said to be economical if used 
jointly on several tracts. 

Mr. Fowler said Harvester will 
ask Uncle Sam to allocate material 
for the production of “a dozen or 
so pickers for next year unless the 
government should feel that greater 
quantities were needed.” Emphasiz- 
ing its ability to conserve man- 
power, he pointed out that the 
machine can harvest as much cotton 
in a day as can be picked by 50 to 
80 hand pickers in the same field. 


Barbier to MacManus 


Roy Barbier, formerly advertising 


@ That proper use of one instrument gets the best 


results is self-evident in the case of a doctor's stetho- 


scope. It is almost equally true in the case of newspaper 


advertising in Philadelphia. 


@ For example: When families in the Philadelphia 


Social Register were asked to name the one newspaper 


to which they turned for news of social events 


- three 


times as many families named The Evening Bulletin 


as named all other Philadelphia newspapers combined. 


@ More and more advertisers are pursuing this policy: 


A thorough advertising job in The Bulletin is the 


primary requisite to a thorough job in the important 


Philadelphia market. 


In Philadelphia—nearly everybody reads The Bulletin 


agency, said recent reports that the | manager for Ford Motor Company, 
anti-freeze would be promoted in|has joined MacManus, John & 
newspapers are not true, although | Adams, Detroit. Mr. Barbier will 
mats are being used by dealers in| work on the agency’s Cadillac ac- 
local areas. | count. 


Looe wll. LA 


In his article in the September issue of D and W, 
Matthew W. Potts, Materials Handling Coordinator, 
Office of the Quartermaster General, said: 


“The materials handling equipment manufacturers should 
immediately establish contact with the airplane manufac- 
turers to determine whether their planes can be designed to 
utilize existing handling equipment or whether new types 
are necessary to meet the requirement of the air cargo 


industry.” 


Why did he make that statement? Because he is as 
farsighted as the other editors of this publication, 
which has served the shipper, carrier, equipment 


manufacturer and 
40 years. 


warehouseman for more than 


There can no longer be any doubt that the huge 
planes and gliders born of the necessities of this war 
will revolutionize our present transportation and dis- 


tribution systems, but— 


The speed of Air Cargo will be nullified by bottle- 
necks on the ground if the equipment manufacturers 
don’t keep abreast of and cooperate with the plane 


manufacturers. 


Now is the time for the manufacturers of materials 
handling equipment to prepare adequately to serve 


Air Cargo and— 


Now is the time for them to advertise in the publica- 
tion that has proved to industry that materials han- 


dling, transportation and distribution are synon- 
ymous. 

A Chiltoe 

CW PUBLICATIONS, INC. 100 East 42nd Street, New York Publicat!or 
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ADVERTISING AGE 


The “PHOOEY-RESULTS” Gremlin is a sly little stinker who 
likes to finagle folks into believing traceable results don’t 
matter. “It’s the intangible influence that counts,” is his best 
gag. When coupons start pouring in to Popular Science adver- 
tisers (who ask for them) how he runs for cover! 


The “DIZZY-DOUGH” Gremlin loves to throw people’s money 
around. “What does cost matter,” he flim-flams, “When you 
look at all the coverage you get.” Popular Science’s $1.23 
r page per thousand (lowest of any major magazine) makes 
im utterly miserable. 


The “WISHY-WASH” Gremlin thrives on spreading adver- 
tising thin in publications of broad, general interest. The 
superficial reader is his staunch friend. Every time he spots 
the high percentages on a Popular Science readership study 
he swears he'll turn in his union card. 


The “DOPEY-DUST” Gremlin is a low-life who squirts “Dopey- 
Dust” in buyers’ eyes with his little Flit gun to blind their 
vision to more timely, war-geared media. Commits Gremlin 
“hari-kari” every time some enterprising advertiser buys Popu- 
lar Science’s concentrated million market of key war workers. 


The 


NS will get that | 


... If you don't watch out! 


Gremlins are those aerial pixies who travel with fliers to cause 
them trouble. They bore holes in wings, stick pins in pilots’ 
pants, and raise hell generally. POPULAR SCIENCE (whose busi- 
ness it is to know about such phenomena) says, “Take care!” 
lest the Gremlins go on the loose, get after that 1943 list. 


"Whee are days when newer and better ways 
of doing things can mean so much . . . whether 
it’s winning a battle, building bombers, or 
making up a media list. 


New advertisers now coming into PopuLAR 
SCIENCE tell us sticking to their past media- 
buying practices might easily have let the 
Gremlins get in their dirty work. Look at those 
four little devils at the left! 


Gremlins as a group don’t care much for 
PopuLar Science, “The News-Picture Mag- 
azine of Science & Industry” . . . just as they 
despise all sound values. What gripes them 
particularly is the useful part we play in the 
war effort . . . serving readers in their war 


jobs, in the more efficient operation of their 


The News Picture Magazine Qa 


We ae 


of Science & Industry... [Pear 


ch rs Tig ae. the Natal 


homes, in the conservation of gas and tires 
and other rationed materials, in fully under- 
standing the war contributions and post-war 
promises of American industry. 


And when this million-audience of self 
starters (with money to spend) begins selling 
friends on these things (as they always do) 
many a poor Gremlin cashes in his chips, goes 


into retirement! 


You ought to take a good look at this war- 
geared, Gremlin-proof book before you but- 
ton up that 1943 list. Whether you have a 
product to sell, or an institution to talk about 
...there’s no better way to win customers and 


self-made salesmen. 
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December 7, 1942 


‘Imperative’ Tag 
Expected toHelp 
Sell War Books 


New Promotional 
Device Set Up by 
Bookselling Field | 


New York, Dec. 3.—Machinery | 
for an unprecedented promotional 
device on behalf of books dealing | 
with the war has been put into | 
operation by the Council on Books | 
in Wartime, an outgrowth of two| 
panel discussions conducted by writ- | 
ers and publishers who asserted the | 
importance of books as “weapons in | 
the war of ideas” merited wider | 
recognition. 

Books adjudged important con- 
tributions to the war effort and 
thought of the nation will be labeled 
“Imperatives.” Awarding an “I” to 
a book may be compared to the 
bestowal of an “E” on a manufac- 
turing plant by the Army or Navy. 

W. L. White’s “They Were Ex- 
pendable”’ is the first book to garner 
the “I” decoration and posters are 
currently being distributed to book- 
stores and libraries throughout the 
country. Future jackets of the book 
itself will bear a conspicuous an- 
nouncement of the award. 


| 


First Promotion Launched 


Harcourt, Brace & Co., publisher 
of the book, has allotted $5,000 for 
a stepped-up advertising campaign 
featuring the award, running full 
pages in the New York Times Sun- 
day book review section, daily in- 
sertions in the Times and the New 
York Herald Tribune, and in out- 
of-town book review sections, con- 
tinuously until Dec. 21. Individual 
and Christmas list 


“Let the People Know,” by Phillip 
Angel, soon to be published by the 
Viking Press, is currently under 
consideration for an “I” stamp, and 
will probably receive special classi- 
fication before the end of the year. 

Nominations for “Imperative” 
selections are made to the council 
by a board of advance readers con- 
sisting of Donald Gordon, American 
News Company; Francis Ludlow, 
Baker and Taylor Company; Vir- 
ginia Kirkus, Virginia Kirkus Book- 
shop Service; John Beecroft, Liter- 
ary Guild; and the special readers’ 
department of the Book-of-the- 
Month Club. The board will receive 
advance galleys from publishers 
and notify the council of impend- 
ing publication of any book which 
may be a potential award winner. 

Final choice will rest with the 
war book panel, a committee of five 
which will consider only books that 
have been presented for approval 
by the advance readers. 


required. 

A national advisory committee of 
critics, now being formed, includes 
Joseph Henry Jackson, San Fran- 
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advertisements | 
are also being prepared. 


An affirm- | 
ative vote of four out of five is| 


| We in Radio know . . 


cisco Chronicle; Calvin Fixx, Time; 


\Charles Lee, Philadelphia Record; 
|Sterling North, Chicago Daily News; 


Harry Hansen, New York World- 
Telegram, and Albert Goldstein, 
New Orleans Times-Picayune. 

“While the book selection is not 
run on a definite time schedule, 
it is up to the authors and publish- 
ers to put out material so essential 
to the war effort in America, that 
the war book panel can hand out 
a good batch of ‘I’s’ in the next 
year with a clear conscience and an 
unrestrained enthusiasm,’ stated 
W. W. Norton, chairman of the 
council. 

Functioning through a board of 
directors, which determines its basic 
program, an executive and various 
satelite committees, the council’s 
membership includes an imposing 
array of booksellers, publishers, 
librarians and writers. Although a 
voluntary, extragovernmental or- 
ganization, it cooperates with the 
book division of the Office of War 


ADVERTISING AGE 


to shortages of materials, limitation 
of output or with trade practices. 
The council originated with an 
organizing committee composed of 
Malcolm Johnson, president of the 
Book Publishers Bureau, Inc., as 
chairman; Frederic G. Melcher, edi- 
tor of the Publishers’ Weekly; Rob- 
ert Nathan, president of P. E. N.— 
American Center; and Warder W. 
Norton, president of W. W. Norton 
& Co. Sponsors include the Ameri- 
can Booksellers Association, the 
American Library Association, the 


|Book Publishers Bureau, Inc., and 


the National Education Association. 


Runs a Broadcast 


As an added stimulant to the 
publicity program which is rapidly 
gathering momentum, the council 
has unleashed “Books Are Bullets,” 
a 15-minute broadcast aired over 
Station WQXR, Wednesdays at 5 
p.m. Michael Sayers, Albert Kahn, 
Pearl Buck, Emil Lengyel, Kay 
Boyle and Cecil Brown are among 


Information, but is not concerned |the authors already interviewed on 
with government regulations related |the program by Bennett Cerf, direc- 


tor of publicity for the Council on 
Books in Wartime. 

The council itself plans no adver- 
tising, although it is expected that 
award of the “Imperative” title to 
a book will be widely featured in 
promotion. Stickers are available 
for the jackets of “I” books, and 
those which are selected in advance 
of publication are expected to in- 
clude the insignia in their jacket 
designs. 

Display cards for booksellers, ex- 
plaining the meaning of the award 
and permitting inclusion of specific 
titles, will also be supplied by the 
council. 


Now ‘The Ansconian’ 


Beginning with the January-Feb- 
ruary issue, the house organ pub- 
lished bi-monthly by Agfa Ansco, 
Binghamton, N. Y., will change its 
name from the “Agfa Diamond” to 
“The Ansconian.” An improved de- 
sign for the first and second covers 
has been planned, but editorial style 
will remain unchanged. 


Gannett Resigns 


Republican Post 

Frank Gannett, publisher of the 
Gannett Newspapers, Rochester, 
N. Y., has resigned his post as 
assistant chairman of the Republi- 
can National Committee. 

Mr. Gannett’s resignation from 
the post he took last September to 
help push the Republican congres- 
sional campaign, coupled with that 
of Chairman Joseph W. Martin Jr. 
Taunton, Mass., publisher anc 
House minority leader, leaves th. 
two ranking posts in the Republican 
organization to be filled at the com- 
mittee’s meeting in St. Louis, Dec. 7. 


Kalom Starts Agency 


Jerome H. Kalom, formerly ac- 
count executive with Jones Franke] 
Company, has opened his own 
agency, Jerome Kalom Company, it 
664 N. Michigan Ave., Chicago, 
Associated with Mr. Kalom is Jane 
Geraghty, formerly designer with 
Rhea Mfg. Company, Milwaukee, 
who will act as fashion consultant 
for the agency’s women’s appare] 
merchandising programs. 


| 
| 


the Argonne. 


ns 


and MT 


Americans always have had faith in the things we fight for 
today. Hitler couldn’t see it. Nor could Tojo. But it was there. 


| There, just as surely as at Concord... just as strong as at 


Faith is not something you can measure out by the pound. 


| It can’t be packaged, and passed out on a here’s-your-share 


| plan. It can be nourished and grown. And it must not waver. 


it has sold. . 


the scrap collections spurred . . 


Not if there is to be any hope for the future. 


Perhaps that is why Radio says little about the War Bonds 


. the extsa 


bombers put into the sky through its morale building. 


. there’s a still bigger job to be done. 


It is to make Radio the greatest power on earth for the good 


understanding .. . 


with God’s help. 


of mankind. It is to keep building the faith which will triumph. 


It is to help win and hold world peace through faith and 


The Great Stations 
of the Great Lakes 


KMPC, BEVERLY HILLS, CALIF.—UNDER SAME MANAGEMENT 


BASIC STATIONS=—COLUMBIA BROADCASTING SYSTEM...G. 
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Newspaper Drive 
for Charms Candy 
Extended to N. Y. 


Newark, Dec. 2.—Extending a 


campaign which was launched as a| 


test in two Newark newspapers in 


June (ApverRTISING AGE, June 22), | 


Charms Candy Company, Bloom- 
field, N. J., is now promoting its 
confection in 30 newspapers in New 
Jersey and New York City. The 
present effort is the first substantial 
promotion in several years for the 
company, whose name was a house- 
hold word throughout America some 
20 years ago. 

All daily newspapers in New 
York, including three Jewish dailies 
—a total of 11— are carrying 
150-line insertions twice a week and 
similar copy is also appearing in 19 
New Jersey papers. The campaign 
has been scheduled throughout De- 
cember and will probably continue 
indefinitely unless supply or other 
difficulties cause a change. 


When the campaign was extended, 
‘original copy featured three animals 
|—squirrel, fox and elephant — to 
| represent the purity, value and 
flavor of Charms, but these have 
/now been dropped in favor of 
|straight selling copy on flavor. 


War-Enlarged Market 


The company, 
other manufacturers of wrapped 
confections, is selling large quanti- 
ties to the armed forces and to posts 
iand canteens, but the current cam- 
| paign, concentrated on the area 
| where Charms distribution is at 
|present most satisfactory, is de- 
signed to guarantee a civilian de- 
|mand for the product when existing 
'markets fall off. 
| In conjunction with its expanded 
|/promotional activities, Charms is 
now constructing an impressive out- 
| door display in front of the Newark 
City Hall, featuring the sale of war 
bonds, and carrying the line: “Spon- 
\sored by Charms candy and pre- 
\sented to the city of Newark by 
|Charms Company.” The spectacular, 


in common with) 


40 x 15 feet, will in reality be a| RSTP Launches 


civic enterprise, and will consist of 
an outdoor mural depicting the evo- 
lution of America. 

| Scheck Advertising Agency, New- 
lark, handles the Charms account. 


Revelt to WPB in Detroit 


P. A. Revelt has been appointed 
a member of WPB’s Detroit regional 
staff. Mr. Revelt has served in 
sales and technical capacities with 
Willys-Overland, and was advertis- 
‘ing consultant to Ford, Pontiac, 
Chrysler and Goodyear Tire & Rub- 
ber Company. 


} 


Support Navy Week 

| Navy week in Canada was given 
special support by advertisers in the 
Toronto Globe and Mail with a co- 
operative page sponsored by na- 
}tional and retail advertisers.  T. 
Eaton Company and Robert Simp- 
son Company, department stores, 
used full pages, as well as Canadian 
|SKF Company, which paid tribute 
lto “the men of the silent service” 
| with a full page. 


Drug Promotion 
| KSTP, Twin Cities radio station, 
j}has launched a drug store product 
merchandising campaign with the 
sponsorship and endorsement of 
Minnesota Pharmaceutical Associa- 
\tion, Twin City Retail Drug Asso- 
ciation, and Minnesota Pharmaceu- 
| tical Travelers. 

A year-round 


| dising conditions has been set up 
| featuring promotions of one to three 
weeks’ duration with two one-min- 


ute announcements daily on KSTP. | 


Member druggists of the associa- 
tions will tie in with the promotion 
with special store merchandising. 


| Gardner to Pedlar & 
Ryan; Seacord to Perry 


Howard Gardner has resigned as 
time buyer for John H. Perry Asso- 
ciates, New York, to join Pedlar & 
Ryan in the same capacity. He 
succeeds Tom Carson, who is now 
an “adman in the armed forces.” 

Mr. Gardner is succeeded at Perry 
Associates by Charles V. Seacord, 


EDWARD PETRY 


AND 


COMPANY. 


INC.. NATIONAL 


REPRESENTATIVE 


WORKING FOR VICTORY 


merchandising | 
calendar adapted to local merchan- | 


GOOD NEWS FOR OUR FIGHTING MEN! 
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PLYMOUTH - DODGE - DESOTO - CHRYSLER 
OIVINIOME OF CHETSIE® CORPORATION 


tee FRCTOREE CHEWE were 
Wak MATER ALE PRODUCTION 


e Cat Ome (ONCE BaretOmence 


Chrysler Corp., in one of its compara- 

tively rare wartime advertisements, tells 
| the story of busy, efficient plants in this 
5-column by |6-inch copy. It ran in the 
| Nov. 22 special issue of the New York 
| Herald Tribune. Grace & Bement is the 
agency. 


Magazines to Get 
Del Monte Raisin, 
Dried Fruit Copy 


San Francisco, Dec. 2. — Declar- 
ing that the 1936-41 advertising and 
sales record is “too good to let go!”, 
California Packing Corporation re- 
vealed plans this week for national 
promotion of Del Monte raisins and 
dried fruits this winter. 

The campaign was planned and 
timed to do three important war- 
time jobs: to keep present stocks 
in grocers’ hands moving to con- 
sumers; to explain that, where 
stores are short, the real reason is 
because a large share of the pack 
has been taken for the armed forces; 
land to continue reminding custom- 
ers of the Del Monte quality, in pro- 
tection of the market built up 
{through consistent advertising. 

Initial copy in the 1942-43 drive 
will be full-color advertisements in 
The American Weekly and This 
Week Magazine shortly before 
Christmas. Later copy is scheduled 
for January issues of McCall’s and 
Woman's Home Companion, and 
February issues of Good House- 
keeping and Ladies’ Home Journal, 


Gillette Joins WPB 

George L. Gillette, vice-president 
and general sales manager of Min- 
neapolis-Moline Power Implement 
Company, has been granted an in- 
definite leave of absence to take a 


position as director of the WPB 
farm machinery division. 
Macwhyte Wins ‘E’ 
Macwhyte Company, Kenosha, 
Wis., manufacturer of wire rope, 
braided wire rope. slings, cable, 


cable ends, cable assemblies and tie 
rods for aircraft, has been awarded 
the Army-Navy “E.” 
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Selling Government Policies to 
Business 


One of the most controversial 
subjects which has come out of the 
war has been the mandatory rene- 
gotiation of government contracts 
in excess of $100,000. The fact that 
renegotiation must be carried on 
while the contracting company is in 
the midst of war production, thus 
taking away the time of important 
executives from their primary task, 
plus the danger of carrying contin- 
gent liabilities far beyond the period 
covered by the contract, helps to 
explain the resistance which devel- 
oped when the bill setting up rene- 
gotiation machinery was _ before 
Congress and since it has been en- 
acted into law. 

Maurice H. Karker, chairman of 
the Jewel Tea Company, and one of 
the leading business executives of 
the country, was named head of the 
Price Adjustment Board of the War 
Department, similar boards func- 
tioning for the other principal 
departments and agencies placing 
wartime contracts. He has taken 
the time and trouble to appear 
before business groups, not to sug- 
gest that renegotiation is not a 
headache, but rather to show the 
necessity for this protection of the 
government, taxpayers and business, 
and to make it plain that companies 
confronted with this necessity will 
be met with intelligence and under- 
standing, and not a determination 


to “beat down” the contract price to 


the greatest possible extent. 

In his recent address before the 
Economic Club of Chicago, of which 
Mr. Karker happens to be vice- 
president, he went out of his way, 
in response to a question from the 
floor, to say that there is no ques- 
tion about the admissibility of 
advertising as a cost under renego- 
tiation, since he is convinced that it 
is an essential part of the task of a 
manufacturer devoting himself to 
war work, yet faced with the im- 
perative necessity of maintaining 
contact with his normal markets 
and peacetime customers. 

Mr. Karker’s address was listened 
to by several hundred executives, 
most of them connected with com- 
panies which have war contracts on 
their books, and which are pri- 
marily concerned with the subject 
of renegotiation. It is not too much 
to say that he sold them both on the 
general idea and on the procedures 
which will be followed by the Price 
Adjustment Board. 

There are many other govern- 
ment policies which must be sold to 
business. The success which Mr. 


Karker is winning in a particularly | 


difficult field suggests that men of 
his type are needed both to carry 
out government policies and _ to 
make them workable through ob- 
taining the hearty cooperation of 
business which is so necessary to 
their successful administration. 


We Need Enterprisers 


The limitation on _ salaries 
$25,000 after taxes was put into | 
effect with less discussion of its | 
implications and results than any | 
other fiscal policy of the govern-| 
ment. It is worthless as a revenue 
measure, as has been pointed out 
by members of Congress concerned 
with tax legislation, and they plan 
to eliminate it by specific prohibi- 
tion in the next tax bill. It must 
therefore be construed as a gesture 
intended to please those who are 
anxious to level out inequalities in 
earning power which are the nor- 
mal result of the operation of our 
free competitive enterprise system, 
and perhaps to establish some sort 
of socialistic control of incomes as 
a permanent policy of the United 
States government. 

We are not particularly concerned 
about the people who are imme- 
diately affected by this change nor 
about its result during a period of 
wartime production when business 


to | 


activity is at its greatest height. 
But we are concerned about the 
effect on our enterprise system 
from the standpoint of depriving 
those who must provide the indus- 
trial and business expansion needed 


to create jobs and proper incentives | 


to enterprise for millions of work- 


jers after the war is over. 


Before that time comes, plans 
must be made, based on research in 
design and manufacture of new 
products and in the field of market- 
ing, so that the wheels may start 


turning when the great war reaches | 


its end. To justify that attitude 
toward the future, the normal in- 
centives which have been character- 
istic of the American system of 
competitive enterprise must be pro- 
vided. The enterpriser must be 
encouraged to take risks, and com- 


|pensated for success after they are 
| taken — not 


merely to maintain 
opportunity, but primarily to make 
new jobs. 


_ COMPLETELY INFORMATIVE ADVERTISING __ 
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Family Circle 


Information Center 

We have had university students 
|/wander into the office and ask us 
such embarrassing and soul-search- 
ing questions as how much money 


how every operation in the business 
is conducted. We have had ques- 
tionnaires that couldn’t be answered 
}in a week’s hard work. And this 
morning we got this communication: 

“Dear Sir, 

“My name is Marilyn Toombs. I 
am in the eighth grade at the Wm. 
Beye School in Oak Park. 

“We are writing for vocational 
|books which describe what we want 
to be when we grow up. 

| “I have chosen advertising for a 
career. 

“I would appreciate it if you could 
write me a letter telling what you 
do during the day. Gould you also 
suggest any books or pamphlets I 
could get and name any more people 
I could write to for I am having 
trouble getting information. 

“Thank you very much.” 

Well, here goes: 

“Dear Marilyn: 

“IT wish I could help you in your 
Papen for knowledge, but I’m afraid 
I can’t. 
| “You ask me to tell you what I 
|do during the day. All right. I 
wouldn’t want the boss to know 
this, but I didn’t get down this 
morning until almost 11 o'clock be- 
cause some very polite robber 
| barons are trying to filch a month’s 
pay away from me for doing a few 
hours’ work on my roof, and I had 
lto stay home to protect my rights. 
“When I got down I found a big 
| pile of letters, including yours and 
several others from people who 


| 
| 
| 
| 


jought to know better, but I hadn't | 
|gotten very far into the stack before | 


j|my phone rang and a man I know 
told me a couple of reasonably funny 
| Stories and then invited me to lunch 
|next Wednesday. I told him I'd call 
|him next week. So I called my 
stenographer in order to answer 
your letter and those from the other 
people who ought to know better. 
But just as I started to tell her what 
to say, my phone rang again and 
this time it was the Big Boss. He'd 
like to talk something over with me 
iwhen I was free, he said 

“Well, Marilyn, one of the first 
things you learn in this business is 
that when the Big Boss asks you 
to come in ‘when you're free,’ that 
means RicHt AWAy, so I sent my 
stenographer back to her desk, 
straightened my tie, and went into 
the SANCTUM. I can’t tell an inno- 
cent little girl like you, Marilyn, 
exactly what the boss said, but any- 
how it took a lot of time, and when 
\I finally escaped it was time for 
lunch. So I went to lunch—but 
first, the three of us argued for 15 
minutes about where to go. 

“It may shock you to hear this, 
but we each had a cocktail at lunch, 
and we got so interested in discuss- 
ing the latest war news that it was 
almost 2 o’clock when we got back 

“So I called my _ stenographer 
again, and we started to write let- 
ters. I'd tell her what to say, and 
she would take notes, but all the 


we and the company make, or just | 


Ad-libbing 


|time I knew that when she got back 
‘to her typewriter she’d say what- 
‘ever she wanted to say anyhow. 
| Then the telephone rang again, and 
‘the receptionist (that’s a _high- 
‘sounding name for a sort of female 
policeman) told me that a Mr. Zilch 
wanted to see me. I didn’t know 
Mr. Zilch, so I went out into the 
reception room to look him over. 


“It seems that Mr. Zilch has a 
brother who is mechanically in- | 
clined, and who has invented a 
|wonderful new advertising device 
which a grocer can put on his 
counter—it only takes 14 square 
inches of space. This device is| 


attached to a motor, and it has a 
loud speaker, so that when one of 
the grocer’s customers would stand 
in front of it, it would deliver a 
30-second spiel on the merits of any 
product. But more than that: At 
the end of the 30-second spiel a 
small sample of the product would 
pop out of the device and into the 
customer’s mouth—if 
open and in the right position. 

“Well, Mr. Zilch was enthusiastic 
about this highly original device, 
and so, he said, were several food 
manufacturers. But the advertising 
agency men wouldn’t even let him 
show the thing in operation. So 
Mr. Zilch wondered what sugges- 
tions I could give him so that he 
could get going on this marvelous 
invention, because, after all, 
dreds of manufacturers needed 
something exactly like this if only 
their agencies would realize it. 

“I gave him the usual brush-off, 
Marilyn, but he had one of these 
gadgets with him and it took quite 
a long time to show it to me—how 
it worked, and what it was made 
of, etc.—so that when he finally 
said goodbye for the last time, it 
was time for afternoon tea. 

“So here I am, just getting around 
to answering your letter at a quar- 
jter to five, and an early date for 
dinner. You see how it is, Marilyn? 
|We're just too BUSY in this busi- 
ness to answer letters like yours. 

“P. S. At the moment, I’m not 
mad at anyone, so I can’t even give 
you any other names to write to.” 


Jottings 

That recent “Never Beyond This 
Shore” copy of General Electric 
Company is doing unusually well in 
the fan-mail department, pulling 
especially well among members of 
the armed forces. The institutional 
opus was written by Herve Haufler 
of G. E.’s publicity department, and 
illustrated by Douglas Crockwell. . . 

A scout thinks the headline of a 
Pillsbury ad in the grocery press is 
worth mention because of the un- 
usually frank “reason-why” ap- 
proach. It reads: “It’s cold weather! 
Everybody's working harder! And 
more people are having babies!” 

With no implication of plagiarism, 
we were struck with the similarity 
of last week’s “Manhattan at Mid- 
night” program on the Blue and 
Robert Nathan’s noted short novel, 
“Portrait of Jenny.” One of those 
instances where a good idea oc- 
curred to more than one person... 


she had it) 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING Acs, by any national 
|advertiser or advertising agency 
|executive writing on his business 
letterhead. 


|No. 2086. Sun Rise. 


The Chicago Sun has issued this 
| brochure, which recounts the story 
'of its progress and accomplishments 
| from the time of its founding a year 
‘ago. The brochure discusses the 
|paper’s various editorial features, 
| provides analyses of daily and Sun- 
\Gay circulation and charts its na- 
‘tional advertising position. 


| No. 2087. 
WBZ. 


| The scope of the Boston market is 
| brought out in this folder, issued by 
|Radio Station WBZ, with facts about 
people, buying power and business 
|activity. Facts about the station’s 
|facilities and coverage of the terri- 
|tory are included. 


Check-List of Facts on 


No. 2088. Focal Point. 

A market picture of Jackson, 
Miss., is shown in this folder, issued 
by the Jackson Clarion-Ledger and 
| Daily News. It points out that Jack- 
son, the state capital, is the focal 
point for industrial and war activi- 
ties, both of which are described. 
|Market facts from the 1940 census 
|are given, with a circulation analy- 
\sis of the newspapers. 


|No. 2089. Speaking of Spots. 

| Radio Station WOR has issued 
‘this booklet, which includes a list 
|of advertisers who have used WOR 
\for spot announcements, several 
_success stories and a comparison 
table of cost-per-thousand homes. 


'No. 2090. Have You Heard the 
Long-Story-Short? 
This booklet, issued by Radio 


| Station KMOX, is about a Jolly 
|Irishman who ran a furniture store 
lin East St. Louis. Soglow illustra- 
'tions help to tell the story of the 
furniture man’s ten-year record 
from a spot-announcement start on 
KMOX. 


No. 2050. Straight from the Horse’s 
Mouth. 


The United States News reports, 
|in this folder, the results of a maga- 
‘zine preference readership survey 
}of 1,457 key men in official Wash- 
| ington. 


hun- | 


No. 2053. Mr. Hooper Tours a 
Blanket. 
The Hooper “tour” reported in 


|this brochure, issued by WJR, De- 
troit, sought to learn the degree of 
penetratidbn needed to take a me- 
dium out of the cover-a-market 
class to the blanket-a-market class 
| Maps and charts of listening indexes 
provide a thorough analysis of the 
station’s blanketage. 


No. 2059. Memphis: The City, Its 
Markets and Its Newspapers 

Memphis Publishing Company 
has issued this new analysis of the 
|Memphis market, which is (filled 
with facts about the growth and 
| business activity of the city and its 
'trade area. Tables show wholesale 
}and retail sales, a list of the impor- 
‘tant wholesale and retail outlets, 
and a circulation analysis which 
|gives the county-by-county cover- 
\age of the Commercial Appeal and 
the Press-Scimitar. 


No. 2079. American Builder's !94° 
Program. 

This new brochure, issued by 

American Builder, starts wit! 


study of the shift to wartime bu !d- 
ing and what it means to manu!ac- 
| turers, and shows how this pub! 'c®- 
tion serves wartime needs «n¢ 
planning of the building indus'ry. 
It gives an outline of the princ'p®! 
editorial theme of each 1943 issue 
and a detailed presentation of ed!- 
torial content for the January fore- 
cast and preview issue. 
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What’s the plan behind the play... now 


THIS SLIPPERY BACKFIELD needs a new set of signals. Its power 
plays and double-cross bucks are old stuff to an enemy that is 
getting tougher. Intelligent people are asking what's likely 
to happen now—and they want intelligent answers. 

These people are interested in diagnosing the moves, in sens- 
ing the strategy—in seeing with their brains as well as their 
eyes. They're saying “No thanks!" to warmed-over news and 
half-baked deductions no matter how they are garnished. 

And right there is the reason intelligent Americans by the 
thousands are turning to NEWSWEEK — the news magazine that 
is edited to the high mental capacity of a group, rather than to 
the physical capacity of its presses—edited to the nation’s lead- 
ers, rather than the nation’s population. 

This group of thinking Americans wants news. To give it 
to chem Newsweek has built up an alert and far-flung organiza- 
tion that reports the news . . . crisply, forcefully... with perti- 
nent facts unobscured by personal petulance. 


This group of thinking Americans wants the significance of 


the news. To give it to them the pages of Newsweek reflect the 
keen judgment of eminent men who are qualified to weigh 
and evaluate the stream of news that pulses in from all cor- 
ners of a tortured earth. 


Among these men are Admiral William V. Pratt and Major 
General Stephen O. Fuqua on the war... Raymond Moley on 
national affairs ... Ernest K. Lindley on the Washington front 

.. and Ralph Robey, far sighted economist. All of these au- 
thorities, in addition to interpreting the news, regularly con- 
duct their own columns in NEWSWEEK... giving vou their 
signed opinion on important events and trends. 


And to top it off, NEWSWEEK brings you the Periscope, an 
exclusive feature that predicts with uncanny accuracy news 
that hasn't happened— yet. Is it any wonder that NEWSWEEK is 
eagerly awaited by more than half a million intelligent, opin- 
ion-forming families—or that it has a larger concentrated net 
paid circulation among leaders in business, industry and gov- 
ernment than any other magazine? 


Newsweek 
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"es is i ° s | The campaign, which features the 
ae hoe yer ipodeiegl PAA Plans January Meet: Housing Company | company’s "ae work, is scheduled NY 
tailment, which might lead many a ‘Willson Appointed ‘ , 


Raggy Ree : . ‘to run indefinitely. 
[formerly prolific advertiser to re-| “pacific Advertising Associa-|L@UnChes National| aimeeeameis N 


’ 
Kraft Program's 
|duce his budget, even though he is 


Reduction SHOWS sss the esto eeeo nis fowl "eld Vs master." Magazine Drive Byron Replaces Cole N 


| product’s name alive. Some cuts iN} San Francisco, Jan. 22-23. The con- | | Bob Byron, formerly with Station 


+ se Bay 

oe program time may be attributed to ference will include a business|_ New York, Dec. 2. — The Texas pee Ry elgg lig: =D gener Foner Ss 

this factor. Another problem, now | meeting of officers and directors of Pre - Fabricated House and Tent neg dom Pop” oe a i : vert 

a 10 § ren looming for the entire radio indus- | the association. Company, Dallas, maker of Vic- a aan Tc tek geben fini 

try, is that of salary limitation. Robert H. Willson, newspaper |tary”’ huts and “Victory” homes, has yan Gully Cole dite tee enlisted has 

| “Talent is an ace in radio’s hand.| writer and_ promotion representa-| begun its first national advertising |‘ : . witl 

Number of Hour Shows} wien sieaetiine believe they will|tive for -——“. Chain —. drive with insertions in the Novem- |" the Coast Guard. the 

-Mj its | a i: 6 i ‘Ss Association, as een appointed | per and December issues of several Ss i B 

Pes yes Units not be able te wueety te f nec publicity chairman of the PAA. | national magazines. Albert Frank- | S¥ggests Using Mails ‘ aa 

ecaie y cTrion | : ae : Re ie Ls a entnne 'G th Law is the agency Copy by elepnone : om- , 

lfor their programs, it is natural, uenther s the agency. ‘pany of Canada, now running in of t 

ae radio men told Apvertisinc Ace Welch to Meneough At present the company is Pro-| Canadian daily newspapers, recom- pap 

Chicago, Dec. 4. —When Kraft today, to pull in horns a little. The Wayne Welch has resigned as ducing pre-fabricated, demountable mends the use of the mails for zine 

Cheese Company decided to reduce | practice of using guest stars, whose | ales promotion manager of Stations | houses for the Army air forces, | Christmas greetings, to relieve tele- the; 

the “Kraft Music Hall” program to) cajaries read like telephone num- KSO and KRNT, Des Moines, to|4tmy engineers, U. S. Navy, Marine | phone lines for military and other bec: 

a half-hour show, it followed a) pers, is due for change under the join Meneough Advertising Agency, |@ir force, U. S. Coast Guard, and | essential use. Cockfield, Brown & rest 

trend which has seen the number | ¢95 000 ceiling, observers believe. | Des Moines, as account executive. (the Department of Justice. Co., Montreal, is the agency. ae 

of sponsored hour programs cut to| - 
a bare nine programs on major net- | 

works. 


Still going strong are the Kate 
Smith hour for General Foods, the 
Camel Caravan and Lux Radio 
Theater on Columbia; Kay Kyser’s | 
Kollege of Musical Knowledge for 
Lucky Strikes on NBC; Pilgrim | 
Hour and Old-Fashioned Revival, 
both sponsored by the Gospel | 
Broadcasting Association, on Mu-| 
tual; and the Breakfast Club, split- | 
sponsorship, and the Good Will 
Hour (Mr. Anthony, I have a prob- 
lem) sponsored by Ironized Yeast 
Company on the Blue Network. 

This count does not, of course. 
include unsponsored programs on 
the networks, such as America’s 
Town Meeting of the Air, on the 
Blue, or the Sunday Philharmonic 
concert on CBS. 

Recall Old Shows 

Most radio men, however, can | 
recall with a nostalgic tear when | 
many of radio's night-time shows 
were hour programs—and not so| 
long ago, either. Even fledglings 
can recall the three-hour block on 
Thursday night, when Rudy Vallee 
for Fleischmann's yeast, Paul 
Whiteman for Kraft cheese, and! 
“Showboat” for Maxwell House 
coffee, paraded before the micro- | 
phone. 

Similarly, Chase & Sanborn’s 
coffee—another old-timer—dropped 
to a half-hour program about a 
year ago, as did Alka-Seltzer’s 
Barn Dance. Cities’ Service pro-| 
gram, a genuine veteran of the air 
lanes, was bisected in recent years. 


aa 
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Cost Is Reason 


Primarily, of course, the reason 
for the cut is cost. Facilities cost 
about 60-65% as much for a half- 
hour show as for a full hour, and 
while talent may be almost as much, 
the saving is still considerable. The 
number of “listeners added” by an 
hour’s show, some say, is not enough 
to offset the saving. 

In 1942, other reasons present 


| SS aie ange atnceeee” ~ 
note, ts om — . 
- 
| 
: The CHILTON GROUSE 
\ 
\S THE IRON AGE, stalwart of the ® 
metal-working industry. 
e 
Bt ILT ON HARDWARE AGE, the leader in “* 
‘ ' —s au bi) of hardware distribution 
- HUMAN INTEREST! ¥ | 
; DEPARTMENT STORE ECONOMIS 
ye Capper's Weekly, we mean, has DEF nye 
Ba % = essential, basic construction in its field ant a more , Oo 
Bi hat appeals to many types of ment store people than any 0°! 
ola ness publication 
= 
And, Mister, that's an important BOOT AND SHOE RECORDER. « 
; asset anyway you look at it. It tative in the shoe business 
af puts appeal in those sales curves 
. and it's not hard-to-get. Its 
Fl. past is the key to its future . . 
Kall ‘ae and it has been catching the eye 
: i of readers for 27 years. 


_CRPER'S WEEKLY 


$73,000 Subscribers 


re iy. : 4 Ye ie oe pi ‘ “Aeon hn ibe 2 3 Bk es pe nian Re Yard PEA ARES 
aha 4 Se Ned . Be gh FS ogy rhe Te YO ace 4 . ir 2 < i * : y fs 2 
rong pigeon 
eh , 
ee 
= oe a 
Soe 
a 
aii 
ok A 
Phen ne aa 
IRL 
a 
ae = 
- 
So! _— 
*. 
aa ce 
eB 
¢ 
Pe 9 eee 
et ae 
sy 
ie 
i M 
Erdal 
rt Be 
im 
7 aS 
Va >a 
ae 
eas 
‘Pal , 
ot 
ot a 
c< 
ii | 
a a 
aa: 
a ae 
eo Sane 
a 
eT "oe 
es Zia > i a | 
Be ae ee _ 
ae. oe 
toe — > Tie... = 
. zs ie i K. ae = » = > 
ie see all : 
ae : Sa “ g Mad * : 
a i J . 
Apa ee 3 a Oo ae re “ 
7 a es 2 i ne . : o " ‘ . Pi 
Sh ee 15 ri : 
at ee : E . ae 8 bea wk. 
ee ; Meee ae { 
: he le a ne - : | j oO ) 
o pet , 7 ~~ 4 
oe | oe _ a ore . . Qe: es 
ak : oe eS ‘ — : 2 ? _& , p = 
ee ; ee ee ~ ne ? A y + —? ] a : { , —"e 
igen Ae as , Pet 4 a | : a oe 
ee |: ey Re i) a 1B Pe; : ; i eee is 
: Bi si *~.. Se phestees! < bast ma a oF. a | ‘aes : : | oe * oo \ fs 
. ee t. . ee aa vas “eee = a % F Ae , : : | | : a esas ie * a 
“a Py ee | Rea Wats. i atest €.. , }. as toes te a ge “a 
a - # os. A i . re Leer P 4 ae ab x , oe FOF * 2. 
ae ae aa ee : aa et ile > 
| So a ee. : Sa," . : at Bae ad kas hy -—- vee Se ; 
i ed ae eo See . oe | ; ER a ak ad cada oe : 
ake, 2. oo” Se ibe . Pa xe ee ae 
ii ‘a ee - ; ro : ee pe cite 
4 ae RX, a — an - ee L. - a a i Ee 
_ oe ys Si. ig a 9 7 - ce. net -\ gle ee : 
rane: A | 2 | a “ce s : a go Sa ae nr, a » 
; le = a ie we Pe a. ae ae P 7 <= een ee ee, > * a 
hia” | ae 0 ar ee — 
ie. —_ 7g an is 7 My ne “ ue Sa oan Se a ‘ er 2 a 4 j eee a 4 vd 
ae ; = ‘ Pe _ r EA al Dil oe) a sles 27 Ser RM 2. n ee i: =F ne 
o f 
“f | | 
a \ 
ae se 
oar ie . 
et ¥ 
wt 3 aa " ia = et “* ) bs . nr ee ~ w ha - La --” ee ced . . .! ek Foo ’ * . te ots y , “4 7 ~ Ske os 4 = E es ‘ ae 
‘elt oe et fm * s si . ya xs ae sale ye Pt, sg tia cal ‘uve Dae anes ee attend + ra af 2 * ae * ae e Sad ates ; eset i 
BS gat ‘ an IS RIN Siig SRE. aR OUI a oat Me OS Oe ce Pe ee ee eee = eee ee ao oS ee ses bedeod a. Al 
a7. See Fe BE MRE gk ORES BL GOO. cr AOR, on Oa : es Me Tes Bry bis Me cash ee ice ts 
‘: > 7 wee » - a re n el “i < . : a = 2 a * ¥ + a - a tas. Sos 6 ey fat i+ 


or 


wm tent 


December 7, 1942 


ADVERTISING AGE 


Spot News Keys 
New Campaign for 
Naturalube Oil 


St. Louis, Dec. 3.—Keying its ad- 
vertising to spot news, Lion Oil Re- 


fining Company, El Dorado, Ark., | 


has launched a campaign coinciding 
with the start of gas rationing in 
the south central territory. 

Based on a quotation from the 


|crease in sticking valves, gum for- 
mation, motor corrosion, etc.,”’ the 
| article reads. Naturalube motor oil, 
|a product of the Arkansas company, 
|is recommended to “Beat the Situa- 
| tion” in the series which will run 
| during the next several weeks. 


Same Quotation on Radio 
| The quotation from Newsweek is 
| used also as a point of departure for 
'radio commercials in the musical 
|variety show, “Sunday Down 


‘WIR Establishes 


$5,000 Scholarship 


| An annual scholarship of $5,000 
jhas been established by Station 
WJR, Detroit, for the high school 
boy chosen by a committee of De- 
troit educators as the most likely 
ito succeed in radio broadcasting. 

| According to Leo Fitzpatrick, 
vice-president and general manager 
of WJR, this year’s winner will be 
sent to the University of Michigan, 
and at the completion of his four- 
year course, will have a job waiting 


Names Contest Judges 


Judges appointed for the annual 
advertising exhibition sponsored by 


| 


National Life Insurance Advertis- | 


ers Association are H. A. Hedges, 
Kansas City, general agent for 
Equitable Life Assurance; Peter 
Ainsworth, advertising sales man- 
ager, Better Homes and Gardens; 
Les Suhler, circulation manager 
of Look; and J. B. Ryank Jr., agency 
supervisor, Bankers Life Company 
of Des Moines. The entries will be 


judged in Des Moines and winners | 


STARTS DRIVE 


Nov. 23 issue of Newsweek, the first) South,” sponsored by Lion Oil Re-| for him at WJR, WGAR or KMPC., Will 
of the series appeared in 49 news-/| fining. The program is broadcast | ctkeiaaminisiiaii 


papers Nov. 27. The news maga- throughout the same territory, | Wyckoff to Moody Press 


. zine item warned motorists of what| originating at WSM, Nashville, and| @j,4, Wyckoff. formerly. sales Names Gerth-Pacific : 
te they might expect from their cars|carried on a special network of | manager of the Mercury Press, San| Morris Rosenberg Company has | 


ar because of the intermittent driving | eight stations. oa Francisco, has become director of | appointed Gerth-Pacific Advertising 
& resulting from rationing. Anfenger Advertising Agency, St.|\the Moody Press, division of Moody Agency, Los Angeles, to direct ad- 
“Motorists should expect an in-| Louis, handles the account. | Bible Institute, Chicago. | vertising for Rose peanut butter. 
GENERAL CABLE CORPORATION 


oo ee as " 
Fee AEH CORRE ETER CPOED OOF COOKEH FOO HHEOY HOH ET RES Heereee 


be exhibited throughout the) 
}country next year. 


With this full-page advertisement Gen- 

| eral Cable Corp. has started its most 

| ambitious campaign. The media list in- 

cludes newspapers, magazines and busi- 
ness papers. 


“Voltage With a 
Vengeance’ Sparks 


New Cable Copy 


New York, Dec. 3.— Another 
industrial manufacturer entered the 
ranks of national advertisers when 
the General Cable Corporation un- 
‘leashed the most vigorous general 
jcampaign it has ever undertaken, 
jusing eight daily newspapers from 
coast to coast, Business Week, The 
Saturday Evening Post, Time and 
14 business publications. Moser & 
Cotins is the agency. 

Depicted as the start of a long- 
term effort, the drive was inaugu- 
rated with full-page insertions in 
the Nov. 25 issues of newspapers 
and the Novy. 28 issue of The Satur- 
day Evening Post, headlined “Volt- 
jage with a Vengeance.” This first 
advertisement was directed at po- 
tential and present customers of 
General Cable. The second in the 
series will outline the contribution 
of the company’s employes to the 
war program, while the third inser- 
tion will aim at consumer groups. 
could acquire title to the Brooklyn Bridge for another $5 and have it stand in court; a Sere we See te 


acquaint the masses with the accom- 

if you could trade wildcat oil-stock for U. S. War Bonds, we would be the first to et eee ee See Se 

personnel, and significantly, with 

the achievements of the industry in 
general 

Direct) mail and merchandising 

followups are also being prepared 


—The Merchant of Venice. 
If you could buy a gold-brick for $5 and Fort Knox would accept it as bullion; if you 


recommend any or all these transactions. But experience and common sense tell 


us that such suppositions are for people who have tapioca in the cranial area usually 


allotted to brains. 


Gray & Rogers Adds Two 


Harleysville Mutual Casualty 
Company and Mutual Auto Fire 
Insurance Company, both of Har- 
leysville, Pa., have appointed Gray 
& Rogers, Philadelphia, as agency. 


Uamic 


Just as apocryphal, just as fatuous, is any notion that the Seller's Market, created 
by war-shortages, will last till kingdom come. So, we urge you to insure customer 
good-will and hard-bought trade position by advertising ...now and continu- 


ally .. 


. in the essential publications of your industry or profession. History proves, 


and will prove again, the wisdom of this advice. 


One or more of the CHILTON GROUP of Essential Publications will assay 999.9 fine 


in the metal-working, hardware, department store, shoe, jewelry, optical, automotive, 


a aka ; ' ' , 4 
aviation, insurance, or warehousing field. Invest mow for protection later. | ” 


CHILTON COMPANY (Inc.), Philadelphia and New York. Branches in principal cities. 


OUBf Essential Publications | 


= JEWELERS’ CIRCULAR-KEYSTONE, 


Sayed and found indispensable. 


COMMERCIAL CAR JOURNAL, influenc- 


D and W, for executives who buy Ship- 
ing majority of fleet operators and mem- 


ping, Handling, Warehousing and Dis- 


# 
§ > bers of the truck trade. tribution services and supplies. 
n the BS OPTICAL JOURNAL and REVIEW of e ~ 
‘OMETRY, standard of the optometric 
‘ession 


nd optical industry. THE SPECTATOR, LIFE INSURANCE IN 


‘OMIST e ACTION, most quoted insurance publi- - addition, y geneeceel yg abe 7. 
, oe i Try sas i as an equdi interest in usiness ub- | 
pe Oe pred ve = Aviation INDUS- — e lishers International Corp., publishing 
: d airer an Senay & Gaemene The American Automobile (Overseas 

~ THE SPECTATOR PROPERTY INSUR- Edition), El Automovil Americano, In 

: - : . ANCE REVIEW, modern in form and genieria Internacional, Industrial Edition, 

ER, OMPTOR AGE, covering all automotive style of reporting. As useful as it is un- Ingenieria Internacional, Construction 


vice and 


maintenance problems. usual Edition, and E] Farmaceutico 


about our catalog. 


KAUFMANN FABRY 


425 8. WABASH AVE, CHICAGO 


Write for information i 
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Handles Norge Account 


L. W. Ramsey Company, Chicago, 
is handling the new campaign for 
the Norge division of Borg-Warner 
Corporation, which is using national 
Magazines and business papers for 
a special war bond portfolio promo- 
tion. Norval B. Langworthy, vice- 
president of the agency, is in charge 
of the account. Another agency 
was incorrectly credited with the 
Norge account in reporting the cam- 
paign in ADVERTISING AGE, Nov. 30. 


“Ye aint heerd no news on 
WFDF Flint Michigan “bout the 
battle of Gettysburg, hev ye?” 


Standard Names, 
Specifications for 
Color Are Pushed 


New York, Dec. 1.—A concerted, 
and apparently successful, effort to 
develop “American war standard 
ispecifications and descriptions for 
color” was launched here yesterday 
lat a luncheon sponsored by the 


scriptive name according to the In- 
ter-Society Color Council and the 
|National Bureau of Standards sys- 
item of color designation, may be 
derived from the Munsell notation. 
This name is recommended wher- 
ever general comprehensibility is 
desired and precision is not impor- 


itant. The use of color names for 
| color specification is not recom- 
|mended.” 


|American Standards Association in | 


‘cooperation with the Interchemical 
Corporation and the General Elec- 
| tric Company. 

| Under the plan, the “war stan- 
|dard,” designed to recognize and 
recommend a basic method for the 
|specification of color, and to facili- 
ltate its popular 
would recognize the spectrophoto- 
meter as the basic instrument in 
the fundamental standardization of 
color, and the Munsell system as the 
method of identification of the 
colors. 

The idea of standardization of 
color specification and description is 
twofold: to permit users of color in 
all fields to specify color and be 
certain of always receiving the 
identical color desired; and to de- 
velop a nomenclature for the more 
frequently used colors so that a par- 
ticular color designation will mean 
exactly the same thing to all users. 


interpretation, | 


Important in Industry 


A special note on the standards 

jexplains that these names are “de- 
|scriptive only and are not adapted 
to sales promotion nor intended to 
lreplace names that are developed 
| for that purpose.” 
Some idea of the importance of 
lcolor specification and description 
standards in industry generally was 
supplied by speakers at the lunch- 
eon. For example, it was explained 
that General Electric Company at 
one time used 111 different black 
finishes on its product, but through 
the use of the spectrophotometer 
had been able to reduce this assort- 
ment to four. 

Copies of the folder 
the war standard 
and description of color may be 
secured from the American Stan- 
| dards Association, 29 W. 39th St., 
|New York. 


explaining 
for specification 


Expands Newscasts 


Miles Laboratories, Elkhart, 
Ind., has signed for five one-min- 
|ute spot announcements weekly for 
|a period of 39 weeks over Station 
| WLS, Chicago, to advertise Nervine. 
Miles also has expanded its Mon- 
day, Wednesday, Friday “News of 
ithe World” network to 126 NBC 
stations. Tuesday and Thursday 
programs will be heard on 31 sta- 
jtions as heretofore. The program 
advertises Alka-Seltzer and One-A- 
|Day vitamin tablets. Wade Adver- 
| tising Agency, Chicago, handles the 
Miles account. 


‘Howard Named Manager 


| Thomas W. Howard has been ap- 

pointed manager of the department 
|}of manufactures of the Chamber of 
|\Commerce of the United States, 
| Washington, D. C. Mr. Howard has 

had extensive experience in factory 
|management and in the operation of 
/manufacturing trade associations. 
|He formerly was controller of Na- 
{tional Electrical Manufacturers As- 
| sociation. 


Named Space Buyer 


Augustine J. Hilton, assistant 
space buyer, has been named space 
buyer for Duane Jones Company, 
New York. He _ succeeds Brent 
Groves, who has been made account 
executive. 


| 


with one or more young children 
will be kept at home to make the 
tanks and guns and planes needed 
at the front. These men will con- 
tinue to work — and their wives 
will continue to SPEND. 


You 


1,500,000 young wives and family 
men through the advertising pages 
of rEpBOOK. They pay a higher 
price to read REDBOOK — for ex- 
ample, they pay 
5c. for each copy of REDBOOK. 


* 


Q. What is REDBOOK’s net paid cir- 


culation today? 


A. 1,347,000 guaranteed . . . but Octo- 
ber exceeded 1,620,000 making page 
rate under $2.00 per thousand for the 
black and white page. REDBOOK’s cireu- 
lation has more than doubled in the 


last ten years. 


Q. Why is REDBOOK an outstand- 


ing buy? 


A. REDBOOK has a low rate per thou- 
it reaches today’s and tomor- 
. it has high reader 
interest ... according to surveys it has 
a greater percentage of “passed on™ 


sand... 
row’s market. . 


circulation than 


zines,... it has made very large news- 
stand gains in defense cities, . 
a record of best sellers approached by 
only two other magazines. 


Q. Does REDBOOK publish good 


fiction? 


\. Outstanding fiction .. . 
other magazines have approached 


REDBOOK’s record 


this.in turn has meant higher reading 
interest in REDBOOK, issue after issue. 


‘an reach more than 


of married men 


25c. not 10c. not 


* * 


any but two maga- 


. it has 


only two 


for best sellers. And 


h 


ee 


INFORMATIVE 


How to heat your home 
with LESS fuel this winter! 


Just save heat ~and then 
your fuel will save itself! 


—> PORTLAND GAS & 
——— COKE COMPANY 


A dozen tips on wartime saving of fuel 
went into this informative, timely mes- 
sage, carried recently in daily and weekly 
newspapers of the area served by Port- 
land Gas & Coke Co. McCann-Erickson, 
Portland, handles the account. 


Wins Service Award; 
Adds Radio Time 


Cunningham Drug Stores’ “News 
| Ace” program, Detroit, has been 
| presented an award for public serv- 
lice for the contribution of 15,000 
broadcast messages in behalf of the 
war effort. 

Cunningham’s has purchased six 
newscasts each night—42 newscasts 
|}a week on WJR, Detroit, beginning 
at midnight, and broadcast every 
hour until 5 a. m. The additional 
schedule brings the total to 166 
|/newscasts per week. Simons-Mich- 
elson, Detroit, is the agency. 


Kruspak Advanced 

Edward Kruspak, for the past 
nine years eastern advertising man- 
ager of Automotive News, has been 
appointed advertising manager. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 
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@ Read by wives and their husbands os 


or more young children mean dr: 


and \\) 
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continued employment, continued buying power! 


Your Market 
for TODAY 


e 


\“ he mse one 


ift deferment. 


heh tance, : 
George H. Roeder, Gen. Manager 
_ SPOT SALES, INC. 
New York - Chicago - San 
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| MTS ALL KANSAS CITY 


Greater Kansas City is composed In one other respect they are alike: 
principally of these communities: They all take the same newspaper. In 
each of these communities and in all 

Kansas City, Mo. the other communities composing 
Kansas City, Kansas Greater Kansas City, The Star has a circu- 

. lation coverage exceeding 100% of the 

North Kansas City, Mo. number of families—not once a day, but 
Independence, Mo. twice a day—morning 100 per cent; eve- 


ning 100 per cent. 


ou can't tell when you leave one of Besides Greater Kansas City, the im- 


mense jobbing area that centers around 
Kansas City is covered by The Star with 


these sections and enter another. They 
are essentially one city, served by the 


same telephone system and the same a thoroughness surpassed only by The 
street railway and bus system. The resi- Star’s coverage of Kansas City itself. 
dents of these sections go to the same The Kansas City Star's circulation, 
baseball games, the same concerts, the morning or evening, is the largest west 
same art galleries, the same parks. of Chicago. 
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THE KANSAS CITY STAR. 


Evening—317,735 Morning—314,330 Sunday—327,383 
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ADVERTISING AGE 


December 7, 1942 


‘Chicago Sun’ 
Celebrates Its 
First Birthday 


Circulation for 
July-October Period 
Ils 289,843 Daily 


Chicago, Dec. 3.—The Chicago 
Sun, a newspaper whose founding 
excited more attention than any 
other similar inception, celebrates 
its first birthday tomorrow with a 
family party. A celebration origi- 
nally planned was sidetracked for 
simple departmental receptions for 
the Sun’s top executives, including 
Marshall Field III, founder, and 
Silliman Evans, publisher. 

In reviewing the Sun’s first year, 
most media analysts will be struck 
by the strides made by the paper, 
even though it is backed by one of 
America’s largest fortunes and was 
conceived on a much broader scale 
than the average beginning news- 
paper. 


Made Linage Rise 


In its first year the Sun scrapped 
its way to a daily circulation of 
289,843 in July-October tabulations; 
achieved second place in important 
advertising classifications; carried 
nearly 7,500,000 lines in its first 50 
weeks; and rose to the position of 
the llth largest morning newspaper 
in the country. 

Editorially the Sun has made im- 
portant contributions to the news- 
paper world. Its foreign, national 
and local coverage, as well as its 
sports page, has attracted many 
plaudits. 

There are a number of firsts 
which the Sun can celebrate. It 
was the first newspaper of its size 
to be spawned and_ publishing 
within 60 days of the date of the 
decision to publish. No other Ameri- 
‘an newspaper ever attained such 
a circulation in its first year of 
publication; even the New York 
Daily News, giant of the circulation 
field, averaged more than 100,000 
less than the Sun during the Man- 
hattan tabloid’s first year of pub- 
lication. 


Circulation Was Tough 


Toughest nut to crack for the new 
paper was that of circulation. The 
Sun started on the road by securing 
carrier distribution through the 
Newspaper Distributors’ Associa- 
tion of Chicago in February. In 
June, the paper announced that it 
had secured full newsstand display 
space. 

That all has not been rosy in the 
Sun’s advertising-circulation picture 
was evident, however, in July. An 
audit of the Sun’s circulation from 
Dec. 4, 1941, to March 31, 1942, 
showed a net paid average of 
303,288 daily and 511,505 on Sun- 
day. A supplementary audit for the 
first six months showed circulation 
of 277,083 daily, and 450,835 on 


Sunday. Accordingly, the manage- have come 541 local advertisers, 949 
tising carried in the first six months |600 amusement advertisers. Some 
of 1942. since actual circulation|276 advertising agencies placed 
| dropped under pre-publication esti- |copy in the new paper during the 
mates by that amount. The national | year. 
| rate was dropped from 40 cents to Second in Classified 
37 cents flat, daily or Sunday. 
| Still Under Estimates In classified, women’s specialty 
| At the end of October, the Sun |store advertising, the Sun was sec- 
lhad carried for the July-October ond in Chicago. In a year of cur- 
period 289,843 daily circulation |tailed national advertising the Sun 
average net paid, and 395,476 on strengthened its national advertis- 
Sunday. Sun officials are pleased |ing position, and is now carrying 
with the circulation 
though the statistics are still far | cago. 
below the 500,000-figure sometimes Tomorrow's edition of the Sun 
predicted optimistically in the first| will review the newspaper's first 
days of publishing. year and will include a supplement 
Into the Sun’s advertising pages|on a year of war—a war which 


| began almost concurrently with the | Marketers’ Annual 
ment rebated 7.64% on all adver- | national advertisers, and more than | 


and clothing shops, and State Street | 


figures, al-|12% of the volume placed in Chi- | 


Sun. A_ special promotion piece, ° 
called “Sun Rise,’ has been pre. Meeting Is Called Otf 

The American Marketing Asso- 
\ciation’s annual meeting, scheduled 
to be held in Cleveland between 
Christmas and New Year’s, has been 
called off due to war conditions. 

The association meets annually in 
conjunction with other association 
which belong to the Allied Social! 
Sciences group, and the decision t 
cancel the meeting follows cancella- 
tion of plans for meetings of related 
groups at the same time. 


pared by the newspaper’s promotion 
department and will be mailed to 
national and local advertisers, agen- 
cies and civic leaders. 


Newell to Wool Section 

Carroll D. Newell, vice-president 
of Cyril Johnson Woolen Company, 
Stafford Springs, Conn., and New 
York, has been appointed chief of 
the woolen unit, wool section of the Rie BT $i 
WPB. P 

ae Atlas Appoints Kelley 
Russell T. Kelley, Ltd., Hamilto: 

Sloane Names Nelson Ont., has been named to handle an 

W. & J. Sloane, furniture, San| institutional advertising campaign 
Francisco, has appointed A. E. Nel- | for Atlas Steels, Welland, Ont. Copy 
son Company, San Francisco, as/ will run in technical and busine 
advertising agency. papers. 


99.1% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high rad 
combined with the natior | 
per capita spendable inc 
WTIC a sure bet for RESI 


*Radio Daily April 10, 194 


man in the picture, to 
whom he works 


n 


Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 


. ’ P ° ° 
CBS, by a painstaking, cautious, conserva- 


Pore 
tive combing of every one of 3072 counties of 


gether with the 


how to reach him more often, 


him to judge —but there he is, and CBS knows 


oneretely where he is, and how often he listens 


the USA, can tell you how to reach the gentle- ind from that vou will get helpful guidance. 


; . , - 
family for The sooner vou translate whatever claim you 


may have to his respect and support into action, 
ndly you will sleep nights 


possible a the more sou 
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ADVERTISING AGE 


° sales department of WKRC, Cin- 

Admen 1m. the |cinnati, has been promoted to cap- 

tain for his part in the occupation 
Armed Forces 

advertising 


of North Africa. 
Richard S. Greene, 

Bob Mayo, account executive, and|™anager of the California Citro- 
Alvin Flanagan, producer-director, |97@Ph, has enlisted as a volunteer 
have resigned from Station WOR, officer candidate in the Army’s ar- 
New York, to enter the military|™ored forces. He reported to Ft. 
service. Mayo has been commis-| MacArthur Nov. 27. 
sioned a lieutenant (jg) in the| Richard C. Lee, since 1938 man- 
naval air forces, while Flanagan|ager of the advertising counselors 
has reported to Marine officers’|department of the Des Moines Reg- 
training school. ister and Tribune, has been com- 

C. Dean Lampman, of General|Missioned as a lieutenant (jg) in 
Tire & Rubber Company, Akron,|the naval reserve. He will report 
advertising department, has enlisted |Dec. 10 to Princeton University. 
as a volunteer officer candidate in George W. Kleiser Jr., vice-presi- 
the Army. dent of Foster & Kleiser Company, 

Lt. Larry Ford, formerly in the|San Francisco, has joined the cam- 


| ouflage battalion of the Army air | 


forces. John E. Kleiser of the same 
company is on duty as a lieutenant 
| (jg) at the ammunition supply de- 
'pot of the Navy at Mare Island, 
iCal. 
_ James A. Turner, vice-president 
land advertising director of Ed Mel- 
jlon Company, Charlotte, N. C., 
iclothing company, has been com- 
|missioned a lieutenant (jg) in the 
|Navy and has reported for active 
|duty to the naval aviation base at 
| Jacksonville, Fla. 
| J. Bert Murphy, national sales 
representative of the San Francisco 
Chronicle, has joined the Army air 
forces as a civilian pilot trainee. 
Mark Parnall, former director of 
production for Lee Anderson Ad- 


vertising Agency, Detroit, is now a 
first lieutenant in the Army air 
forces, and is stationed “somewhere 
in New Mexico.” 

Ken Cottrell, merchandising man- 
ager of the San Francisco Examiner, 
has enlisted in the Army for volun- 
teer officer training. 

Harold MacInnis Jr., assistant ad- 
vertising manager of Boston Var- 
nish Company, Everett, Mass., has 


joined the Army air forces and is | 


stationed at Clearwater, Fla. 

Leo Keegan of the commercial 
staff of Station WNBC, Hartford, 
has been inducted into the Army. 

Fred T. Yates has resigned as 
assistant advertising 
American Writing Paper Corpora- 
tion, Holyoke, Mass., to 
Army. 


Its right in 
He is the Average American. 


boundaries. 


He runs the country? 


his instincts. 


home. 


to argument”, and in the long run he is ju 

bountiful in his generosity, scornful of fraud 
and loyal to tried friends. 

He’s worth taking up your case with. In 

28 million homes he and his family listen 


to CBS. After all, he’s your boss. 


not) are ‘what makes America go’. He works for somebody or other 


He is not to be trifled with, nor deceived 


Ms lap 


The subject of the photograph is named John. 


Yes. What is perhaps more urgent is that HE. RUNS YOW. 
that if he doesn’t tackle and solve them he will have to take orders from who 
ever tackles and solves them first. /7e is thinking very hard these days. 

He relies on radio, enormously and increasingly, for the facts and impres 
day. He ts cagey as a fox about believing—or disbelieving—the information, argu 


called public opinion. Radio public opinion is 31 million families strong. 


His personal opinion—no matter what the captains and the kings may say 


A very un-average person he is. He and his wife and kids (in the service or 
maybe 
himself, even —but he runs the country. Increasingly it becomes apparent to him 


that his responsibilities and those of his kids are not limited by our national 


He’s got the major problems of the world squarely in his lap. He realizes 
He doesn’t like to sound off an opinion without plenty of facts to fortify 
sions on which he bases his judgments. He and his family listen some 5 hours a 
ment and emotion he gets from the air. But out of his weighing, accepting and 


rejecting of everything he hears, he forms an opinion, and acts on it. This 1s 


will decide what happens to the USA in the factory, the military field, and the 


—especially on the air. He is “open 


st. He is grateful for a good time, 


manager of | 


join the} 


— To 
DON’T BUY LIQUOR 


ROEBOCK Liquor Stores 


| With this reverse-plate message, Roe- 

| bock Liquor Stores started an unusual 

| series of advertisements recently in the 
St. Louis Star-Times. 


Hardware Mutual 
Uses Policy Behind 
Policy as Theme 


Chicago, Dec. 3.—A campaign 
Which attempts to sell the “policy 
behind the policy” is now under 
| way for Hardware Mutuals, Stevens 
Point, Wis., and Owatonna, Minn. 

Beginning with November issues, 
the company is placing advertising 
in Business Week, Nation's Business, 
| Time and insurance business papers, 
|}emphasizing the company’s casualty 
land fire insurance. 


} 
| 
| 
| 
| 


| The basis of the novel appeal is 
ithe fact that in certain types of 
| insurance—notably workmen’s com- 
pensation and employer's liability— 
the form and wording of a casualty 
}policy are rigidly prescribed by 
state laws dealing with the subject 
No deviation is allowed; the differ- 
;ence between one policy and an- 
|other therefore becomes the service 
| behind each policy 


The copy utilizes photographic 
|illustrations, often portraying the 
|security of children, and the neces- 


isity of protecting that security with 
adequate insurance against acci- 
dents. Headlines are keyed into 
| boxes, with neat, small type carry- 
ling the message. 

} Roche, Williams & 
|directs the campaign. 


Cunnyngham 


Form Chicago Agency 

Fred A. Bernard and Walter 
Clarke have formed a new agency, 
Advertising Engineers Corporation, 
608 S. Dearborn St., Chicago. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated™ the 
7th test market in the U. §. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban pepula- 
tion. 


“Independent Survey of Providence Bullet! 


NEW HAVEN 
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Deuss Joins Hicks 

Edmund E. Deuss has been ap- 
pointed an account executive on the 
staff of Jos. W. Hicks, public rela- 
tions and industrial relations coun- 
sel, Chicago. Mr. Deuss, formerly 
publicity director of the Bismarck 
Hotel, Chicago, has been associated 
with the distilling industry in ad- 
vertising and public relations work 
both in the Midwest and in New 
York. 


GOING AHEAD — FAST! 


IN CIRCULATION—IN ADVERTISING 


“a 


Is It on Your Schedule? 
OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 


ADVERTISING AGE 


Tells Retailers 
to Go After ‘Arm 
Chair Shoppers’ 


Columbus, O., Dec. 2. — Gasoline 
rationing hit Columbus this week at 
the same time that a barrage of Co- 
lumbus Dispatch pamphlets hit the 
desks of the city’s retailers, urging 
them to bid for mail order business 
from “arm chair shoppers.” 

The timely promotion was worked 
out by Ramon Cram, promotion 
manager of the newspaper and 
president of the National News- 
|paper Promotion Association. En- 
titled “Yesterday and Today—Gas 
or No Gas,” the 24-page booklet 
was accompanied by letters advis- 


‘ing retailers that they can offset 

part of any loss by catering more 

|than ever to mail order business. 
Mail order blanks in advertise- 


jments can substitute for the trips | Sunset 
|customers formerly made to stores,|Globe Mills, division of 
| Flour 


the Dispatch pointed out. 
claim, the newspaper cited evidence 


rationing and mileage conservation 
—to show that there has been a 


advertisers, especially for those who 
do an aggressive job of encouraging 
such orders. Also cited in the 
booklet is a Dun and Bradstreet ob- 
servation that “there is a nation- 
wide shift in merchandising to 
shopping by mail.” 


As ammunition to drive home its |! 3 ‘ 
lin the Globe territory. 
|\*As Advertised in Sunset,” the ban- : 
from Boston—long affected by 88S| ner is an exact, enlarged reproduc- jseries of 


steady and substantial increase in | account. 
mail and telephone orders for local | 


Globe Distributes Displays Sunshine Beer 
To tie in dealers with the full- 


page color advertisement on the Drive Features 


beck cover-page of the December 
Magazine, S: Francisco, 7 
gazine, San France| Canine Sketches 

Mills Company, has dis-| Philadelphia, Dec. 2.—Barbey’s 
tributed 5,000 store display banners | Inc, Reading, Pa., brewer of Sun- 
Headlined, | shine beer and ale, has released 2 
| 600-line advertisements 
tion of the advertisement. McCann- | Sepsarns - 15 Pennsylvania news- 
Erickson, Los Angeles, handles the | Papers, which features large repro- 


Cook Joins War Burear 


Clement W. Cook, Canadian Ad- | 
vertising Agency, Montreal, has 
been granted leave of absence from | 
the company to become associated | 
with the Wartime Information Bur- | 
eau at Ottawa. 


For “Extraordinary Heroism 


...Great Devotion to Duty... 


go SUNSHINE BEER 


bose ee 


Meritorious Public Service 


ductions of Van Dyck dog illustra- 
itions. Gray & Rogers, Philadelphia, 
is the agency. 

Plans for a continuous campaign 
have not yet been formulated, but 
|special copy for such seasonal peaks 


in Covering the News at Oran 


jas the Fourth of July, Labor Day, 
| Thanksgiving and Christmas. will 
|definitely be used. 

Copies of the canine sketches 
have been made available to read- 


Major-General Lloyd R. Fredendall, of the 
A. E. F.in Africa, on November 22nd awarded 
the Order of the Purple Heart to United Press 
War Correspondent Leo S. Disher. 


The citation accompanying the award read: 


“Leo S. Disher, Jr., while serving with a United States landing 
force in the capacity of war correspondent, at the harbor of Oran 
during the early morning hours of Nov. 8, 1942, distinguished 
himself by extraordinary heroism and meritorious performance of 
duty against an armed enemy during the attack on that port. 


“In the face of withering enemy fire, although several times 
wounded, Disher remained at his post on the vessel which was 
taking him ashore and continued to report for the public press a 
lucid, accurate and detailed account of the action, in which the 
greater part of the military and naval personnel aboard the ship 
became casualties. 


“After being ordered to abandon ship, Disher swam to shore and, 
although again wounded four times, continued to perform his duty 
in an exemplary manner. With complete disregard for his personal 
safety, Disher displayed great devotion to duty and rendered 
meritorious public service by recording the details of the attack } 
on the harbor of Oran.” 


UNITED PRESS 


/ers upon request, and reproductions 
on sepia-tone post cards are being 
tested in selected markets. 


Has Seasonal Contract 


Station WOR, New York, has 
established a special seasonal con- 
tract for which business will be 
accepted on a four-week basis, in 
order to attract holiday advertiser: 
| 


| ; 
‘Renews ‘Drummond’ Series 
| Horton’s Ice Cream has renewed 
its contract with Station WOR, New 
| York, for “Bulldog Drummond”’ for 


|Dec. 14. Young and Rubicam han- 
dled the contract renewal. 


The United States Army Awards an additional 39 weeks, beginning 
the Order of the Purple Heart to 
Leo S. Disher, of the United Press 


Walsh Adds J& G 

Walsh Advertising Company, To- 
ronto, has been appointed to handle 
advertising for J & G Garment Mfg 
Company, Toronto, which will fea- 
ture copy for Hurlingham and Lin- 
ton tweed coats for women. Class 
magazines will be used in the in- 
itial campaign. 


Coe 


“Infiltration” | 
a horrid word 


espe cially ' 


your compe f 


tion is doing + 


» » . 
VERNON H. VAN DIVER, JR. 


JUST HOW MUCH advertising 
each competitor doing in each + 
ecutive and industrial magazine? 


EF 


WITH Brad-Vern “41 and “42 Re 
port Books ($12.50 each) it’s duc 
soup to compare your expenditu™ 
with any of 25,000 other advertiser 
who use business papers. 


Less than 400 copies of each volume: 
left, so if you need these Report 
|| Books send your order now to: Th 
BRAD-VERN Company, 135-21 
Union Turnpike, Flushing, N. Y. 


| NAIL THE FACTS WITH BRAD-VERN 
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ADVERTISING AGE 


Three cancerous campaigns launched by the 
Nazi propaganda machine are currently making 
headway in this country. 


THEY SHOULD BE STAMPED OUT AT ONCE! 


If you have agreed that you can do your coun- 
try an invaluable service by fighting the Nazi 
barrage of lies, if you have appointed yourself a 
Rumor-Warden to protect American unity and 
morale, be alert for rumors that seek to do these 
things: 


Set White American 
against Black American 


There is a deliberate Axis attempt to foment sus- 
picion, distrust, and feeling between Negroes and 
Whites. 
Typical of rumors fed to Negroes is that col- 
ored soldiers are being used as suicide troops. 
Typical of rumors fed to Whites is that Negroes 
say this is a White Man’s war and not theirs. 


Army records give the lie to the first rumor. 
Enlistments and deeds of heroism by Negroes 
themselves give the lie to the second. Spike all 
such rumors! 


Set Christian American 
against Jewish American 


Hitler's policy of demoralization to make every 
group, every creed, every class suspicious of every 
other group, creed, and class, always aims at en- 
gendering hatred of Jews. 


——AN ALERT 70 
ACL RUMOR-WARDENS 


Be particularly alert to rumors that Jews are 
unwilling to fight, will do anything to avoid be- 
ing drafted, or, once drafted, will take every 
means to get soft jobs, avoid combat duty. 

Induction figures of Jews accepted and casualty 
lists of Jews killed in action continuously give the 


lie to these rumors, but they persist. Spike them! 


Set all Americans 
against the English 


The greatest victory Hitler could win in America 
right now would be to destroy our faith in Eng- 
land as an all-out ally. He knows it. His agents 
are attempting it with every dirty trick known to 
Nazi propagandists. 

Typical of persistent rumors are: Britain keeps 
all her troops safe at home; Britain fights to the 
last Canadian, Australian, etc. 

Every English soldier for whom there is ship- 
ping space has for months been shipped out of 
England to fighting fronts overseas. Out of all 
casualties suffered by the British Empire so far 


during the war, 71°% have been soldiers from the 


United Kingdom of England, Scotland, and 
Northern Ireland. Spike these rumors! 


Remember this — 


Rumors can only be started by the Nazis. To be 
successful, they must be spread by unsuspecting, 
loyal Americans. And they are spread, because 
the cleverness of Nazi propaganda clothes the 
basest lie with a semblance of truth. Rumors 


seem to spring from unquestionable sources. 

So no matter how true it sounds, no matter 
how seemingly reliable the source, take it for 
granted that avy rumor which would breed dis- 
trust of Negro for White, Gentile for Jew, Amer- 
ican for Englishman is enemy propaganda trying 
to weaken us. 

Point this out to any and every person who re- 
peats such a rumor to you. Ask him to check it 


against these questions: 
1. Does it hurt morale? 


2. Does it make you distrust your Government, busi- 
ness, labor, color, or creed? (Divide and Rule is 
Hitler's policy.) 


3. Does such a rumor tend to discredit our Allies? 


4. Who would benefit most by spreading this rumor 


—our enemies or the United States? 


AND ASK HIM, IF HE LOVES AMERICA, NEVER TO 
REPEAT THAT RUMOR AGAIN. 


YOUNG & RUBICAM, INC. advertising 


NEW YORK ~- CHICAGO - DETROIT - 


SAN FRANCISCO - 


HOLLYWOOD - MONTREAL + TORONTO 
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Store Chain Loses 
Court Fight in 
Price Dispute 


Minneapolis, Dec. 1.— OPA of- 
ficials hailed as a major victory this | 
week the action of a federal district 
judge in upholding major provisions 
of the General Maximum Price | 
Regulation and in granting a tem- 
porary injunction against the C. 
Thomas Stores, Inc., and its chief 
supplier, Mutual Wholesale Food & | 
Supply Company. 

The defendants were brought into | 
court in the course of OPA’s nation- 
wide enforcement drive to protect 
price ceilings. The federal agency | 
regarded the case as the first major | 
court test of the validity of “Gen- 
eral Max.” (ADVERTISING AGE, Nov. 
23.) 

Federal Judge Gunnar H. Nord- 
bye said the reporting and record- 
keeping imposed by the regulation 
put “numerous and serious burdens” 
on the Minneapolis chain store or- 
ganization—as well as all other 
retailers. But he held that “no citi- 
zen in these times should complain 
of additional burdens” intended to 
defeat inflation. 


OPA Claims Sustained 


The judge upheld OPA claims 
that the company had: Refused to, 
differentiate in prices on group or 
quantity purchases; assumed au- 
thority to adjust prices without 
consulting OPA; failed to confer 
with the agency on its own 
“squeeze” problems; and failed to 
comply with price-posting require- 
ments in many of its 62 outlet 
stores. 

Referring to the defendant’s use 
of typewritten sheets, hung on 
shelves, as a means of ceiling price- 
posting, the judge termed them “a 
futile gesture unless such posting 
renders the list visible and intelli- 
gible to the public.” The store 
chain had maintained that it sought 
to live up to the price ceiling regu- | 
lations, but that changes in person- | 
nel and the rules themselves made 
it impossible. 

Mutual Wholesale became a two- | 
time loser today with the announce- | 
ment by L. A. Hill, regional direc- | 
tor, federal wage and hour and | 
public contracts division, that this 
company and the Merchandise Ter- | 
minal Warehouse, Inc., an affiliated 
concern, have been permanently 
restrained from violating the fed- | 
eral wage and hour law. 

The order was signed late yester- | 
day by Judge Nordbye, terminating | 


the contested civil action brought 
by the federal division. 


Appointed Agent 

G. F. Heublein & Brother, Hart- | 
ford, has been appointed United 
States agent for Guinness Stout, 
made in Dublin, Ireland. Heublein, | 
maker of Milshire gin and Heublein | 
club cocktails, is also agent for A-1 | 
sauce and Smirnoff-Vodka. 


SPOTTING 


When you buy 


time for a spot 


campaign, use 
the "Rule of 3°- 
Pick the station 
that gives you 
the best com 
bination of cov- 
erage, programs 

and rate. In Hart- 

ford, it's WDRC. 

CBS. for 


A Basic 
Connecticut. 


Marks 10th Anniversary 
Aeronautical Engineering Review 
as published a special November 

issue commemorating the tenth an- 

niversary of the Institute of the 

Aeronautical Sciences. This issue, 

‘containing more than 260 pages, 

records the engineering achieve- 

iments of the important aircraft, air 
line, engine and accessory com- 
panies over the past ten years. 


Flexrock Issues Folder 


Flexrock Company, Philadelphia, 
has issued a two-color folder intro- 
ducing its new product, “Instant- 
Use,” a ready-mixed floor patch 
that enables repairs to be made to 
ruts and holes, without any loss of 
time for setting and hardening. 


Rayon Hose Hard , 
to Dry? Aris 
Has the Answer 


New York, Dec. 2.—A new drying 
preparation which is said to cut 
down the drying time on rayon hose 
from the present 24-48 hours to 10 
hours or less, has been introduced 
in the department store field by 
Aris Gloves, Inc. 

Promotion of the product, pro- 
duced for the glove manufacturer 
by a West Coast chemist, has thus 
far been confined to direct mail and 
to advertising in Women’s 


snags, reduced water spotting and 
lessened “rayon shine” as well as 
hastened drying, in tests conducted 
by the U. S. Testing Company. 

Dri-Kwik sells to retailers at $3.60 | 
per dozen bottles and resells at 50) 


cents. A teaspoonful is used with | 


tory. The hose dryer is Aris Dri-| Doughboy Advances Four 
|Kwik, and is said to have cut down 


Doughboy Mills, New Richmond, 
Wis., has advanced the following 
men to new positions: F. R. Hig- 
gins, formerly in charge of cerea 
sales, has been appointed manage 
of the grocery products division 
E. H. Sather has become manage 
of the bulk products division; Hel- 
mer Johnson has been appointed 


|who turns out the glove wash. | effective Jan. 1, 1943. 


four cups of water after hose have | accistant sales manager; and Lloyd 
been washed and the effect of the| Anderson has been moved up t 
chemical is reported to last for four | office manager. 
or five washings. —— 

Aris has been selling Kwik-Wash, | Names Livingston Agency 
a glove washing compound, for sev- | ; iF ; ; 
eral years and this explains the | Pacific Brewing and Malting 
J |Company, brewer of Wieland’s be: 


hosiery manufacturer's entry into| ang ale, has appointed Leon Living- 
Wear 
Daily, but may be extended to con-| 
sumer media if results are satisfac- | 


the hose drying field. The new | ston Advertising Agency, San Frar 
dryer is made by the same chemist |cjsco, to handle its advertising, 


Where does America’s courage come from? 
Where is it that this essence of freedom is 
created and stored up in such quantity that our 
soldiers and our citizenry never want for it? 
Look into a home in Winnetka on Chicago's fa- 
mous North Shore,and you will get your answer. 
There, as in millions of other suburban homes, 
is an arsenal of American courage. There dwell 


the family folk who have learned that the home 
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is their strength as well as their refuge. 


Every brick, every board, every part of that 


home is born of the courage of the family it 
shelters . . . and every brick and every board 
repays its debt for existence by perpetually in- 
spiring the very quality that created it. 

It is not strange then, that the families of 
home-loving suburban America welcome escape 
into the home as an opportunity to keep them- 
selves worthy of the honor of being Americans. 
They value this escape as a help in mapping 
their strategy for the maintenance of its stand- 


ards and the planning of its future. 


Helping More Than 2,470,000 Suburban Home 


Families Plan Their Buying for Today and Tomorrow 
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No Shortage of to supply customers with normal Eqmes Joins Copy Statt: 


requirements, the manufacturing 


: ‘er aesected that two factors, NeW Accounts Added : 
Fur Coats Likely, furrier asserted that t factors a * Wemes bao The Diary of an Ad Man 


seem to assure a continued flow of has been ap- 


j >, > . , st. sri ° ° . e . . 

R t i] T ld material. Curtailment of fur pro- Pointed to the ove staff of — This diary embraces the observations and reflections of 

etauers Oo duction to any marked degree emg a ag | & — one of America’s most prominent and widely known ad- 

— ' Ithaca, N. Y. Mr. Eames formerly ation , : seonted in ADVERTISIN GE weekly. 

New York, Dec. 2.—Denying that | would place an exceptional burden was ‘director of press and pub- ene nye he % siehs Laie af “canon direction” 
manpower or other problems indi- on woolen stocks, since wearers jic¢ relations for the Federal Milk of an 7 kit 2 eee ae lad to receive comment, but 

ate a shortage of furs or fur gar- would have to buy woolen coats, the Market Administrator in Chicago, a a “ er lett wo pxrce se he may find it appropriate 
ments in the predictable future, company said. In addition, the fur and editor of The Reporter, monthly atleast tae r* d ~ gost h the column 
Feshbach & Ackerman Fur Corpora- industry has never worked to ca- publication covering milk market- 0 do so ig ¢ . 

acity > advertise 2clar ing in the Chicago area. 

tion used a page in Women’s Wear pacity, the advertisement declared. , * ; ee + ; been appointed ee ee November 26. Sighted turkey. 
Daily yesterday urging setellars to “Working six or seven months of - pe oe oe gible but very important element in Sank same 
“merchandise your store or depart-|the year, it has consistently over- |‘ direct advertising for National any aeed Giese Of ener Shh we 

a o , 1 , Y , : Farm Machinery Cooperative, pat Meh : November 27. In Cincinnati found 
ment with every assurance of a produced beyond current require- : ; 


“ s 0 rets he consideratio t de- > ° ; 
pain ae Shelbyville, Ind., and Indiana Farm remoting a = nsideration It de- 1 arst day of Christmas shopping 
normal flow of good salable mer- ments,” said the copy. It is ob- 7 iis 


, : serves is the impact of the : ‘ ante 5 
2 . =i z me it the teleur Bureau Cooperative Association, In- saianeaiien of the writer upon the 8°!" full blast. The merchants had 
chandise for this season and, we vious, therefore, that half the labor, dianapolis. Farm papers will be , 


i i tl th given the downtown streets a festive 
. : reader tadio, more lan any other . 

” , cj . > 0 ‘ _ , : air, and the public had responded 

hope, for many a season to come.” working all of the time, could main- ysed. The company has moved its medium, demonstrates quite clearly yam sees ie be on a pre-ration- 

Declaring that the company and tain a production level high enough offices from 110 N. Tioga St. to 306 how powerful a sales force this per- ing spree; sidewalks were crowded ; 

other reliable sources will continue to meet demands placed upon it. E. State St., Ithaca. sonality-plus may be. In printed stores packed; and the hotels full of 

copy it must be transmitted largely pretty girls and uniforms At a 

through the writer's choice of words, newsstand I heard a woman ask: 

and through his rhythm Few ad- “Have you any magazines that are 


vertisers seem to understand this, not full of war stories?" 
and do not know how often they 


} edit this valuable ingredient out of November 28 ‘Took the Morgan 
copy mare for a morning ride along the 
“ river road. She is not as young as 
November 2 Thet j he group she used to be, but her spirit is as 

é £3 ere Ss one ‘ 


> willing and her disposition as sweet 
in this business which is deeply as ever—qualities which, in the long 
# disturbed by the income-limitation” yaur ada up to more than youth 

/ } philosophy. It is made up of those and beauty, in either a horse or a 
who, with ten to fifteen years’ ap- woman 

i, prenticeship behind them, have just 

reached the place where the next ten 

ie vears might bring them economic 
: security. Now they wonder whethet 


that chance is gone for their life- against the machine age. While in- 
time, and what the substitutes for 


dividually we want the conveniences 
| that hope are it has brought us, there are millions 
| who have a sort of terror at what 
November 25. Enroute this evening the assembly line has done to their 
| to the old homestead in Odio, for lives, Hence a nostalgia for the 
the Thanksgiving week-end The things that symbolize a simpler day, 
train literally sold) out, with cus- such as farms, hand craftsmanship, 
tomers standing in the aisles of all and Early American designs. When 
the coaches Apparently many felt an advertiser taps such a current he 
, | as I did—that this might be the last gets a sure flow of business; and I 
2 chance for a family get-together for wonder why more have not divined 
some time to come the existence of this one 


November 29 | believe that one 
of the deep-running currents of our 
time is a sort of emotional revolt 


— 


War Places ‘Kiss conserve all possible tires, gasoline, 


motor equipment and maintenance 


f ‘ during the present emergency, as 
fe of Death’ on | 


well as by a desire to eliminate the 
. ‘ B jspecial work connected with bock 
Billy Bock’s Brow irewiticn 
| New York, Dec. 1.—Dark beer,| The action of New York brewers 
sliding down the ladder of popu-|is indicative of a general trend 
larity in recent years, received the throughout the country. Large 
“kiss of death” for the duration | Western brewers have decided to 
here this week. when the Brewers discontinue bock and liquor control 
Board of Trade announced that its 4Uthorities in some states have 
members, representing the leading ruled against its distribution. 
brewers of the metropolitan area, 
have unanimously decided to dis- 


continue the brewing of bock beer Publishes Special 
‘until the war is won, Handbook Edition 
Long a familiar harbinger of The November issue of Mill & 
@ * @ spring, bock beer involves the par-| Factory, an 808-page “Know How” 


ticular brewing of a specialty prod-|handbook recently released, con- 
uct which is distributed for a short |tains a complete summary of the 
time and traditionally backed up |W@T 4Bencies services available to 
with special labels and advertising production executives from Wash- 
promotion. ington; a technical guide to correct 
industrial maintenance and produc- 


cs John E. Heintz, president of the | tion practices; and a practical text- 
|board, asserted the decision was|pbook for industrial training pro- 
nm q ri a Pad fa | | prompted by the industry’s desire to | grams. 


20 W. 1340, Full Time. 
Sears & Ayer, Heps.. 
Local help given. 


t More than 2,470,000 suburban American families ILLINOIS? 

j find that Better Homes & Gardens gives them this Booming industrially and 

, constructive escape. They find in it the help they need | ae an Ped gh WSOY 
to make their homes brighter, happier, more livable. | the DECATUR station, 

yf They find there the tools that courage can use to 

e transform realizable desires into actuality. 

\- Today, more than ever before, the escape which 

. Better Homes & Gardens provides, is acting as a power- 

g ful influence in freshening America’s faith and tapping 

1. the supplies of courage which are ever-waiting in the 


home. Meredith Publishing Company, Des Moines, Ia. 


the civilian army at work on the home front, 
52 Sy ER ORE, BASE Railway Express sends Christmas greetings and ; 


Better Homes a . a 
| R 
& Gardens __ RATLway EXPRES: 


AGENCY INC. — 
NATION-WIDE RAIL-AIR 
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Chicago Tribune Lead in 
Retail Advertising Linage: 


TEN-YEAR RECORD—RETAIL ADVERTISING LINAGE *txcu'vean 


1939 11942 
_— 1,553,228 
6,720,414 
459,084 
~ — a 
9,397,204 Psseueatesssssnsnessesensnsees eoSer. - 
HERALD-AMERICAN eee reeesenen et 4 849,926 
os 4,371 564 
oe 4 103,758 
o-* 
witseeer™ 
=” 
ae 
2,186,083 


NOTE: Evening American and Herald and Examiner merged in 1939. 1932 volume for Herald-American 
composed of linage printed by Evening American and Sunday Herald and Examiner 


Chicano 


THE WORLD’S GREATES! 


OCTOBER AVERAGE NET PAID TOTAL CIRCULATION: 
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10 YEARS AGO: 4% 
TODAY: 56%! 


During the first 10 months of 1942, the Chicago Tribune’s 
lead in retail advertising linage amounted to 2,703,302 lines, 
or 55.7%—a decisive appraisal of media values by the merchants who 


know how Chicago reads and responds. 


HICAGO'S changing retail advertising picture makes plain which news- newspaper led the Tribune in Sunday circulation by 3%. In 1942 the Sunday 
paper is best able to help you achieve your aims in this market. The Tribune led the second Chicago Sunday newspaper by 37%. 
picture today takes on new significance when you review the record of the When you can have more, why take less? Today the Tribune is the one 
past ten years. Chicago newspaper which delivers the full-market, all-income coverage you 
During the first 10 months of 1932, the Tribune led the News, the Chicago need in order to get your full share of the stepped-up buying in every 
newspaper which was second in retail advertising linage, by 260,530 lines, neighborhood and suburb of Chicago. 
or 4.0%. To achieve your aims here with greatest effectiveness and economy, build 
Contrast this with the situation for the first 10 months of 1942, during your program around the Tribune. Rates per 100,000 circulation are 
which retailers placed in the Tribune 2,703,302 more lines of retail adver- among the lowest in America. 
tising—55.7% more—than they placed in the Herald-American, which was 
. . . a . . . . . . . . 
second in poem volume, and 3,181,664 more lines, or 72.8 Yo more, than Leadership in Want Advertising by the Widest Margin in History! 
they placed in the News. 1932 First 10 months each year 1942 
In the 10-year period, the Tribune gained 832,814 lines of retail adver- 4.437.056 
tising, or 12.4 %, while the News sustained a loss of 2,088,320 lines, or 32.3%. court AS, 
When you convert the Tribune's linage leadership into dollars, the resulting +" 
picture is too important to be ignored. During the first 10 months of 1942, 2781146 
retailers placed in the Tribune practically as much of their expenditures for 1 449.583 News 1.222.166 
443,503 —- — — — — — .§ = 222, 
advertising as they placed in all other Chicago newspapers combined. 1,008 654 oon9 nnn aaeemCAN 1,198,669 
The Tribune is able to deliver a better value to advertisers because it 
delivers a better value to readers. During the past 10 years Tribune daily During the first 10 months of 1942, the consider the record in 1932 when the 
. . . P . P . Tribune printed 3,155,092 more count Tribune led the News, which was second 
circulation increased by 32%. In the same period Sunday Tribune circulation iciembabeiiteetihaa:  tunbetalents Oak — 992.243 
gained 49%. than the Sun, which was second in want lines, or 57.4%. In the 1932-1942 period, 
ad volume, and 3,214,890 more lines, the Tribune gained 2,155,310 lines of 
The Tribune's lead in daily circulation over the second Chicago newspaper or 263% more, than the News. want advertising, or 94.5%, while the 
increased from 81% in 1932 to 109% in 1942. In 1932 another Chicago ee a eee ee ee ee eee See were 
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Voice of the Advertiser 


This department is a reader’s forum. 


Retail Admen 
Get Added Praise 


To the Editor: I just finished 
reading your lead editorial in the 
Nov. 30 issue and my remark upon 
concluding it was the same as yours 
when you heard that the Japs had 
struck at Pearl Harbor. 

The assumption that “copy which 
calls for imagination and creative 
skill” can only come from an agency 
is irritating, to say the least. 

I have been in both the agency 
and the retail fields and it has been 
my observation the agencies rely 
rather heavily on retail advertising 
as a source for new ideas. Without 
taxing yourself you no doubt can 
recall a number of retail advertise- 
ments that blossomed out as na- 
tional campaigns without benefit of 
clergy or thanks to the creative 
retail advertiser. 

It has long been a practice among 
agency men I know to make a point 
of calling on recognized retail out- 
lets for the germ of an idea with 
which to spark many of their cam- 
paigns. 

I mean no disparagement to our 
hard working (sic) colleagues in 
the agency field, but, believe me, if 
the wise store owner were planning 
an institutional campaign, I believe 
the soundest advice he could follow 
would be to stay far, far away from 
the agency boys and trust in a 
retail advertising man to pass the 
ammunition. 

Many agencies have undoubtedly 
done excellent institutional cam- 
paigns in the retail field, but for my 
money I'll bet on the dumbest retail 
advertising man to produce a cam- 
paign better fitted to his store and 
his community than a similar cam- 
paign devised by the Council of the 
4A's! 

CHRIS SCHUTZ, 
East Aurora, N. Y. 


i\do not like 


vvy 
Appreciation | 

To the Editor: Just a word of| 
appreciation to the author of the | 
“Diary of an Ad Man,” which I have | 
come to look for each week—possi- 
bly because we generally agree, and 
also are fellow farmers. 

I am prompted to this letter by | 
his entry of Nov. 5, which is the 
viewpoint I reiterate all the time, | 
possibly because I think no cam-| 
paign can be better than the “crea- | 
tive imagination” responsible for | 
the advertising itself. 

Keep up the good work, if you! 
please, and best wishes for bumper | 
crops on the farm. 

Rost. TINSMAN, 
President, Federal Advertising | 
Agency, New York. 
fey | 
Whole-Wheaters Are 
in the Minority 

To the Editor: Since when did 
ADVERTISING AGE become an author- 
ity on nutrition? We are surprised 
at the statement about bread in 
“Rough Proofs,” Nov. 30 issue. If 
you will look up volume figures you | 
will find that the amount of money 
spent in advertising whole-wheat 
flour is way out of proportion to) 
the amount spent in advertising 
white flour when total sales are con- | 
sidered. 

Advertisers, generally speaking, 
don’t spend money advertising un- 
salable products. Census of Manu- | 
facture figures will show that less 
than 2% of the flour manufactured 
each year is whole-wheat. Mills 
can’t sell any more than that, even 
with advertising, so naturally they 
go after the 98% market which is 
the white flour trade. Mills are glad 
to make and sell all the whole- 
wheat flour the public wants. The 
fact that the public doesn’t want it 
is the final answer, food faddists and 
Rough Proofs notwithstanding 

Even Mrs. Roosevelt, who has 
been known as a “whole-wheater,” 
stated in her recent broadcast about 
our soldiers in England—‘For the 
first few days they eat British Army 
rations and British war bread, 
which is darker than ours, but very 
good and very healthful. Our boys 


it.’ Our army uses 
enriched white bread. 

Canada’s program for promoting 
the use of long-extraction flour in- 
stead of using synthetic vitamins in 
white flour, has been a failure be- 
cause Canadians, like our own con- 
sumers, definitely do not like dark 
breads, 

Let’s hope that millers and bakers | 
can continue to make and advertise 
good enriched white flour and bread | 
that consumers like. 

W. FLoyp KEEPERS, 

Director, Educational Division, 

Wheat Flour Institute, Chicago. 

, v7 ¢ 
Maintains Vitamin Supply 
for Bakers Is Adequate 

To the Editor: The article “Bak- 
ers Fret” appearing in your Nov. 23 
issue carried statements which, in 
the interests of accuracy, invite 
these comments. 

The paragraph saying it is pos- 
sible “to vitaminize bread by using 


Letters are welcome. 


enriched yeast, enriched flour and 
enriched tablets” infers that there 


is a potential shortage of the neces- 
sary vitamins for enrichment. As 
manufacturer of a high percentage 
of the vitamins required in the pres- 
ent enrichment program, we desire 
to eorrect this. The supply situa- 
tions on vitamin B, and niacin have 
been good for many months due to 
the determination of manufacturers 
to insure uninterrupted carrying out 


of the enrichment of white flour | 


and bread as part of the govern- 


ment’s national nutrition program. | 
Production of synthetic vitamin B., | 
jis being expanded by manufacturers 


and will within a few months be 
amply sufficient for enrichment of 
flour and bread. Thus bakers who 
had planned to depend on milk 
solids for a portion of their required 
vitamin B, will be able to get the 
vitamin notwithstanding any cur- 
tailment of their supplies of milk. 
If your article came to the atten- 
tion of any of the other yeast com- 
panies like Anheuser-Busch, Na- 
tional Grain, Consumers, Federal 


i'Northwestern, Peerless or Varnum, 


they no doubt were quick to correct 
‘you also on the inference in your 
larticle that the baking industry was 
dependent upon one company for 
enriched yeast. They all supply en- 
riched yeast and it certainly would 
have been well to check with them 
before your implication of a threat- 
ened shortage. 

The above mentioned paragraph 
of your article states that “other 
enrichment processes are infinitely 
more intricate.” This obviously has 
been written without proper under- 
standing of the mechanics of bread 
enrichment. Bakers are using a 
inumber of enriching procedures 
'with entire satisfaction. 

Paut J. CARDINAL, 


Manager, Vitamin Division, 
Hoffman-LaRoche, Inc., Nutley, 
N. J. 
| 
> 2 = 


Testing Plastic Plates 


To the Editor: Your article on 
zine for engravings, in the Nov. 23 


the following statement: 
“Engravers are expected to stim- 


plates on shorter press runs.” 
Although undoubtedly made with 


issue of ADVERTISING AGE, contains |diligent search for new 


ulate further the use of plastic 


the best of intentions, this statement 
is erroneous and misleading. Up to |ING AGE. 
now plastics have found a limited article as herein quoted if not cor- 
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use in the making of duplicate 
printing plates and as a substitute 
\for electrotypes or stereotypes. No 
plastic material has yet been dis- 
covered suitable for the production 
of original printing plates. 

This matter has received a great 
deal of attention and considerable 
research. Several months ago two 
capable representatives of the print- 
ing and publishing branch of the 
War Production Board conferred 
with J. S. Mertle, director of the 
technical bureau, Internationa! 
Photo-Engravers Union, and afte: 
several days of intensive study is- 
sued the following statement: 

“We jointly agree that the suc- 
icessful use of plastics for etchin; 
purposes in photo-engraving is no! 
feasible at the present time and 
| with the materials now available. 

“However, the War Production 
Board and the technical bureau of 
the International Photo-Engraver 
{Union will continue to conduct 
process¢ 
and materials which might serve a 
substitutes for critical materia] 
and if found, the photo-engravin 
industry will be informed.” 

I suggest that a correction b: 
'made in the next issue of ADVERTIs 
The extract from -you 


EMPTY GAS TANKS 


Direct mail is gaining many converts 
today, as its speed and economy assume 
new importance in the battle for free- 
dom. It frequents territories now in- 
accessible to the representatives who 
once traversed them; helps maintain 
equipment formerly serviced by facto- 
ries; presents merchandise currently 
available; sells bonds; and maintains 
morale. To America’s needs in such 
essential home activities, on fighting 


fronts, and in supply lines, Champion 


devotes 


tion, its 


its entire organiza- 


resources and skill. 


MILLS AT HAMILTON, OHIO... C 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, 


ANTON, N. C,.. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, F nvelope 


NEW YORK 


- CHICAGO - 


and Tablet Writing ... 


2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
BOSTON - ST. LOUIS - 


PHILADELPHIA - CLEVELAND - 


CINCINNATI - 


ATLANTA 
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rected will cause many of your any vendor of advertising to make of its kind and the most alert. Its PLENTY OF TELEPHONE WIRES HERE 


readers to conclude that plastic an impression on anyone. significant and authoritative man- 
plates are already in production by Also note that the “300” is men- uals have already brought it to a dir de b 
the photo-engraving process and tioned three times. There is no position of leadership in the field, | ~ Ho ing own two jo s? 
cause innumerable pointless dis- mistake about it— they want 300 even though our name is not men- ~~ 
cussions, arguments and explana- gifts all right. tioned in the article. 
tions. And also note that a successful Furthermore, I’m sure we pub- 
The American Photo - Engravers company like this one expects its lished a manual, “Job Evaluation 
Association recently created a re- suppliers or people who are at- and Merit Rating,” long before any 
earch committee to promote re- tempting to sell its advertising, to of the publishing companies listed. 
search for substitute materials to help put on this party. It is not a We are practically the only one in 
replace critical materials now used new idea—but we thought it passed the field that has a manual on 


and which are necessary for war with the Jim Brady days. “Labor Arbitration” which is cer- | 
work. Of course some of the suppliers tainly a much demanded and prac- 
LouUIS FLADER, will have to kick in whether they ‘tical manual for labor executives, 

American Photo-Engravers As- want to or not, but there are a lot |personnel men, labor unions, etc. | 
sociation, Chicago. of us who don’t intend to, as I have) One of our smaller § manuals, | 
vvwey¢ already checked with other sales |“Sabotage—How to Guard Against | 

managers. It,” has enjoyed a sale of over 3,- 

Protests Sample, Small WELDEN BLACKWELL, 000,000 copies to date, of which | a ee 
Gift Solicitations Chicago. 325,000 copies were purchased by | ph =e eg ar ong poo 
To the Editor: A lot of sales man- vee? the U. S. Navy in February, 1942, | Ca = 
agers have just received the at- , : ; for distribution to their various | cup eae anaes 
tached form letter. Coming from Institute Reviews History Navy yards in the United States. meatap homecare 

such a well known advertising lead- To the Editor: I found your Not to mention our foremanship 
er, who frequently sends letters to article, “Technical Book Sales /|training program—a set of 24 vol- 


your column, it is most surprising. |Mount as War Demand Zooms,” in|umes which is now being used in 

Your attention is particularly |the Nov. 23 issue both interesting Many large industrial firms like 
called to the second paragraph |and perturbing. Consolidated Aircraft Corporation, 
which reads “A feature of our an-| The National Foremen’s Institute, New York Central System, Arma 
nual Christmas party has always Inc. was founded 22 years ago and Corporation, Atlas Steel Corpora- 
been a shopping bag full of samples |dedicated to the advancement of ton, ete. 


TROMMER'S BEER 


..tth all-Malt and Hops 


The make-up man put these two newspaper advertisements side by side. 


or small gifts from concerns who |foremanship development programs, SALLIE W. WEIR, Hold the ‘Phone’ Second War Song 
know us, like us, or want to make industrial relations materials and Director of Public Relations, | To the Editor: When we pictured To the Editor: I have written a 
a solid advertising impression on services. It has been truthfully de-| National Foremen’s Institute, (jin our recent advertising a couple | companion song for “Wake Up 


us.”” This is a questionable way for scribed as the oldest organization Deep River, Conn. ‘of telephones going great guns, and | America.” entitled “That’s Our 
‘the New York Journal-American | Boy!” 

‘make-up man slapped alongside our| The first appeals to the patriotism 
jcopy one of those telephone com- of the people and the second touches 
|pany advertisements warning that |the hearts of every mother and dad, 
war calls have the right of way on of every wife and sweetheart, of 
ithe telephone, we thought it was|every family, every city and state 
/merely a coincidence. jand of the nation. 

But when the World-Telegram| This No. 2 song has been set to 
make-up man a week later did|music and (with “Wake Up, Amer- 
the same thing with another tele-|ica’’) is now in the hands of the 
phone comps iny advertisement which | publisher. 
|shouted, “Hold It! War Calls Must | With my fingers crossed and a 
Come First,” we began to suspect|prayer in my heart, I hope these 
\that there was some design in link-|two songs will measure up to some 


ling the two advertisements. lof the song hits of World War I. If 
| After all they do tell a more com- | they do, I have already pledged my- 
| plete story together. self to remember the Army and 
J. B. MILGRAM, Navy Relief substantially, and _ to 
Advertising and Merchandising buy WAR BONDS. 
Manager, John F. Trommer, JOHN L. DE BRUEYS, 
Inc., Brooklyn. Advertising, Houston, Tex. 


Why? 

Because it’s their own magazine? Yes. But chiefly because of 
its editorial excellence. Every issue carries timely articles ex- 
pressing the views and opinions of world authorities signiti- 
cantly helpful in clarifying the thinking of busy executives. 
Personal interview surveys plus thousands of letters on file 
attest to an unusually high reader interest. 


No Wender They Read 
The Rotarian 


And when we say “executives” we mean just that—presidents, 
vice-presidents, board chairmen, general managers, owners, 
partners. They're the business and professional leaders of their 
communities, and they have what it takes to buy what you sell 
—now and after the war. 


Let us tell you more about this worthwhile audience and how 
to cover it— economically and with minimum duplication. 


tHe Rotarian 


35 East Wacker Drive, Chicago 


*ABC net paid for June, 1942 issue, 175,537 
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McKelvy | Named Divocter 


Alfred D. McKelvy, New York, 
has been named a director of Maico 
Company, Minneapolis, manufac- 
turer of electric audio devices. Mr. 
McKelvy, who is president of Alfred 


In general, it was felt that such | 
training courses were needed over 
and above the union apprentice sys- 
\tem because (1) it is desirable that 


Publishers Ask 


D. McKelvy Company, maker 4 
Seaforth toiletries for men, will be 


active in formulating policy = New York School 


merchandising plans of Maico Com- 
pany. 


Indiana Markets 


No 2 


IN BANK DEPOSITS 


As an indication of market sta- 
bility, bank deposits supply an 
important clue. Among all the 
Indiana markets—Fort Wayne 
ranks 2nd in bank deposits— 
and in bank resources. Here 
is a stable market—Indiana’'s 
2nd largest retail market. 


FORT WAYNE 


The News Sentinel 


prenticeship, and (2) it was recog- 
nized that young men and women 
should receive training calculated 
to let the most able go on to super- 
'Visory and executive positions. 


New York, Dec. 1.—-A movement; Nearly 900 students have gone 


Industry fo Back «© sz..tzrrentce. Pave, more, tan 


| 
‘men now working in war plants or 


serving with the armed forces are 
not likely to return to their peace- 
‘time occupations. 

Newspapers, says the association, 
jcan draw on only three sources: 
|'Workers trained in smaller plants, 
apprentices, and _ schools. Small 
plants feel the shortages first, gen- 
‘erally speaking, and green appren- 
tices cannot be expected to fill the 
shoes of seasoned journeymen. 


to enlist newspaper support for the |through the school in the past 20! 


training of newspaper mechanical|years, many of them rising to/| 
the |important positions with printing | 


land technical workers _ at 
/Rochester Athenaeum & Mechanics | ‘companies, 
| Institute was launched last week by | publishing outlets. Others even- 
James E. Stiles, president of the|tually became owners of small 
New York State Publishers Asso- | newspapers. 
ciation and publisher of the Nassau | 
Daily Review-Star. See National Center 

The association has supported di] The New York publishers hope to 
institute’s department of publishing |see the school become a newspaper 
and printing for the past five years ‘institute and serve the whole indus- 
}and as co-sponsor has been inter-|try, supplying the following func- 
ested in the “youngest department’s” |tions: It would be a central train- 
| development. |ing agency for the industry; it 

In 1922 the association founded|would carry on a program of re-| 
the Empire State School of Printing | search on the industry’s basic prob- | 
jat Ithaca to serve the publishing | lems; it would serve as a library | 
‘industry by means of one-year |and information center for members | 
|courses. In 1937, it was considered jin the field. 


newspapers and other 


\feasible to affiliate the school with| The association points out that | 


the Rochester institute and to turn | there exists a current lack of trained | 
‘the courses into two-year studies, personnel in the field, and that this 
lelevating them to a technical-pro-| shortage may be expected to be| 
‘fessional basis. ‘projected into a postwar field. Many 


Scholarships Sought 


The need exists for a continual 
iflow of young talent into the indus- 
‘try, the association believes, which, 
when coupled with experience, wil) 
provide the material to fill impor- 
tant posts in the publishing indus- 
try. 

Newspapers and “friends of the 
jindustry’”’ are being solicited for 
donations for scholarships, with a 
ischolarship valued at $250. The 
lassociation believes that good pro- 
‘motional opportunities exist for 
‘newspapers to award these scholar- 
ships to students in their own areas. 


‘Brown Goes to CHEX 


Norman D. Brown, formerly ad- 
'vertising manager of the Daily 
Press, Timmins, Ont., has joined 
the staff of Station CHEX, Peter- 
borough, Ont. 


One Order— Two Plates. 5 
Youth Leadership Maga- 
zines—At a Group Discount 


of 10%. Total Circulation 
1,550,000. All are members 
of the A.B.C, 


New York: 32 East 57th Street 


for all of it... with money to buy it. 


that from you or somebody else. 


us. In YOUR way .. 


dates. You can arrange for all of them right here . . 


The way we figure it, the point in time where you and we meet is going to be the biggest 
the swellest date in history. We call it PcVI just for fun. You know, 
first year after Victory. That's when you will again have lots of goods. And we'll be there hungry 


and 
point of convergence in the 


We're being deprived of lots of stuff right now. And that’s OK by us. We can afford to look 
forward to having fun. Some people can't. A lot of the older folks and ancient relatives will sort 
of get out of the buying habit. They'll learn to do without and stay that way. But not us. No 
sir-e-e-e-e! Some of us will soon be pulling down a hundred a week. Others will be all set for 
college. Some of us will be voting. Electing officials. But ALL of us will be electing to buy this and 


Are You Interested in dating up with us? If you are, let's get acquainted right now. Let's get 
to know something about each other. Let's find out if we're congenial--smooth. Let's see if we 
can make a go of it. Yes, we're interested. A Couple of Billion Dollars Worth. 

We have been telling You about Us in YOUR way. By Advertising. Now it's up to you to tell 
. by advertising. You needn't wreck your budget to do it. Fact is, you can 
do it at a saving of 10%. Tell your story to us in OUR Magazines. Most of America’s important, 
leadership youth read ‘em. And even those who don't read ‘em will hear about you from the 
1,550,090 of us that do. We stand ready to make lots of dates of the kind you like... 


buying 


. in our own publications... 


GROUP 


OPEN ROAD FOR BOYS * YOUNG CATHOLIC MESSENGER 


AMERICAN GIRL « BOYS’ LIFE * YOUNG AMERICA 
Send for Your Copy of ‘‘The Facts of Life for Business”’ 


Boston: 729 Boylston Street Chicago: 9 West Washington Street 


Oh sic 


4 J a Uae 
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Detroit: 2842 W. Grand Blvd. 


86% of U. S. Homes 
Now Have Radios, 


Survey Shows 


Washington, D. C., Dec. 1—A 
breakdown of the 1940 Census of 
Housing by the bureau of census 
of the Department of Commerce re- 
veals that 86.8% of the 30,721,944 
white households of the nation hav: 
radios. 

Only 43.3% of the 3,168,562 non 
white households (mostly Negro 
have radios. 

Ownership of radios among th 
non-whites was greatest in th 
states where the Negro populatio) 
is concentrated in the cities, and 
lowest in those states where the 
non-white population is in rural! 
areas. 


New Jersey Leads 


Following is a state-by-state sum- 
mary of radio ownership from the 
Second Population series of the 1940 
census: 


White Non-Whit 
Households Household 
with radio with radi 
State No. Pet. No. Pct 
U. 8. 26,674,737 86.8 1,373,482 4 
Ala. 271,869 63.7 49,802 222 
Ariz. 84,125 75.4 3,656 2 
Ark. 219,531 61.3 25,055 20.4 
Calif. 1,872,907 93.5 60,121 79.0 
Colo. 254,707 84.7 3,866 77.1 
Conn. 409,987 95.8 7,272 89.0 
Del 54,966 91.1 4,955 58 
| B. c 127,067 97.4 31,310 8&6 
| Fla. 287,062 77.0 39,385 30.0 
| Ga. 329,994 69.0 51,674 20.7 
| Idaho 118,106 86.7 718 53.0 
| tl. 1,888,875 92.7 85,729 83.7 
| Ind. 800,127 88.5 26,477 80.9 
| lowa 613,028 90.3 3.978 79 
Kan. 398,694 83.5 13,290 72.0 
Ky. 414,852 66.7 29,564 0 
La 254,192 69.0 53,691 25.6 
Maine 183,767 86.5 581 76.4 
Mad 354,313 92.0 42,025 65.0 
Mass. 1,030,390 96.3 14,440 S68 
| Mich. 1,228,287 93.6 43,212 88 
Minn 643,064 91.3 4,435 75 
Miss. 164,763 63.4 40,850 16.0 
Mo. 787,530 80.7 $5,060 67.2 
Mont. 132,437 87.1 2,066 51.7 
Neb. 295,047 84.8 3,743 0 (77.4 
Nevada 25,609 83.4 591 39 
N. H. 116,636 90.0 173 82.4 
a: ae 978,513 96.4 $1,953 78 
N M 65,255 9.8 1,354 16 
N. ¥ 252,442 95.7 133,178 92 
N. ¢ 407,854 71.8 64,009 32 
N. D 130,008 So.0 997 48 
Ohio 1.627,678 92.2 69,994 81 
Okla, 386,266 71.9 19,488 37.2 
Ore 288,177 SS8.8 2,464 71 
Penn. 2,168,679 92.7 97,242 85.5 
= 3 173,988 95.9 2,751 87.3 
a 179,070 72.1 30,472 17.5 
8. D. 134,292 86.0 1,757 1.3 
Tenn. 384,851 67.6 49,882 39.5 
Texas 1,007,582 72.3 82,624 4.9 
Utah 125,592 93.0 826 $8.5 
Vt. 80,106 88.6 147 78.6 
Va. 354,544 755 55,434 39.2 
Wash. 465,750 90.9 6,803 72.1 
W. Va. 307,556 75.6 18,791 68 
Wis. 738,151 91.8 $927 78.0 
| Wyo. 56,456 84.8 670 8 


Names Hackett as Agency 

Industrial Tape Corporation, New 
Brunswick, N. J., maker of Texcel 
cellophane tape, has appointed M. H. 
Hackett, Inc., New York, to handle 
advertising. 


YOUR NAME 
YOUR FLAG 


KEEP IT 
FLYING 


‘WITH 


MEYERCORD 
_ DECALS — 


NEW ZicZee.. 


Your ad on street side; patri- 
otic slogan on store side. 
Free design. Send for details. 


THE MEYERCORD CO. 
5323 W. Lake St. + Chicago, Ill 
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ADVERTISING AGE 


THESE ARE ACTUAL 


Hawaii wants no special praise for 
the part she is taking in this war. As 
an integral part of the United States, 
she has always known that she has 
responsibilities, as well as privileges. 
Now she is proud to meet her respon- 
sibilities, with all her resources. 


For the time being, Hawaii is a front 
line battlefront of the U.S.A. For the 
time being, therefore, Hawaii must 
make sacrifices, asked from only one 
other part of the United States. Her 
people, possessed of unbeatable 
energy and patriotism, are mobilized 
on this basis, and count the oppor- 
tunity a high privilege. 

Yet, even under this military order, 
Hawaii's civilian life goes on, with 
typical American energy and prog- 
ress. She works as she never has be- 


ACTS ssour 


fore. She earns more money than she 
ever has before. And, what should 
interest every American manufac- 
turer, is that she buys and consumes 
more things of every kind and char- 
acter, than she ever has before. 

Hawaii is the fifth best market, in the 
West, for American merchandise. To- 
day,she isa better ‘‘fifth best market’’ 
than ever before. Better by 25% than 
during the same period last year. Rightfully 
then, this should reinforce Hawaii's 
importance, in your sales plans. 

The same report of progress goes 
for Hawaii's greatest newspaper, 
the sTAR-BULLETIN. Circulation has 
doubled in ten months. Coverage 
blankets four out of five homes. Prac- 
tically everybody in Hawaii reads 
and depends upon the sTAR-BULLETIN. 


Logically therefore, what you do in Hawaii now, to promote the sale of your 
products, will yield a rich volume of business foday, and build a solid founda- 
tion, for a rich volume of business, in post-war days, for Hawaii's people are 
brand-buying-conscious! 


Honolulu Star-Bulletin 


O’MARA & ORMSBEE, Inc., Mainland Representatives 


NEW YORK + CHICAGO + SAN FRANCISCO + LOS ANGELES 
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Manpower Problems Tough 


Despite Suspensions, 
Mergers, Many Hold 
to Prewar Levels 


[Editor’s Note: This is the fifth 
of a series of articles detailing the 
findings of an ADVERTISING AGE in- 
vestigation of the manpower situa- 
tion in the advertising and related 
fields. This investigation, in which 
several hundred advertisers, agen- 
cies and media participated, revealed 
that advertising and related person- 
nel has shrunk considerably as a 
result of the war, and may be ex- 
pected to shrink further. The Ap- 
VERTISING AGE study, however, is not 
designed as a statistical report, but 
rather as a collection of impressions, 
reactions and solutions to the prob- 
lem which may be of value to the 
field as a whole.} 


By S. R. BERNSTEIN 


Chicago, Dec. 2.—That smaller 
and medium-size advertising agen- 
cies are more seriously concerned 
with the manpower problem than 
are larger agencies is abundantly 
evident from replies from represen- 
tative smaller agencies received by 
ADVERTISING AGE. 

Many small agencies have sus- 
pended operations for the duration 
—others have merged their facili- 
ties with other similar organizations 
in an attempt to weather the storm. 
But not all small or medium-size 
agencies are likely to undergo such 
drastic changes; in fact, many of 
them are in excellent position, with 
billings at normal or above-normal 
levels, and those composed of men 
who are reasonably safe from the 
draft are looking forward with 


equanimity to carrying on their 
functions, although at the same time | 
reorganizing themselves internally | 
and doing everything possible to 
carry on with limited manpower. | 


Using Women, Older Men 


Houck & Co., Roanoke and Rich- | 
mond, is fairly typical of the 
smaller agencies which replied to 
the ADVERTISING AGE questionnaire. 
“As we lose men,” C. B. Houck, 
president, says, “we plan to fill 
these places either with women or 
older men. We also plan to com- 
bine departments in some instances 
and not have to add to our person- 
nel. However, we are continuing 
to add new accounts and at the 
present time it looks as if we may 
have to get out and find new men 
to fill vacancies. 

“My own idea for carrying on and 
keeping a nucleus of well-trained 
personnel is for everyone in the 
organization to do more different 
types of work. It seems to me that 
this is the only way we can meet 
the present situation as manpower 
dwindles month by month. . . Big 
shots in the agencies, such as presi- 
dents and vice-presidents, are going 
to have to get down and write copy, 
contact clients and do many other 
things they have not been doing 
heretofore.” 


Loses 40% of Personnel 


The president of a medium-size, | 
well-established agency says: 

“We have lost, to date, about 40% 
of our personnel, some directly due 
to enlistments and the draft and 
some due to the loss of girls who 
married. Additions have been made | 
that have offset these losses. The 
changeovers have been made as 
gradual as possible by picking up | 


MARIA KRAMER 

HOTEL | 
a | | 
HOME with every comfort | 


and not a care... 


vom LINCOLN 


| 44th to 45th Street at 8th Ave. 


Spacious Rooms with 
| 1400 Private Bath & Redio wd 


John L. Horgan, Gen. Mer. C1 6-4500 | 
Special Rates to Men in the Armed Forces 


;men well in advance of drop-outs. 


“It should be said that under 
present circumstances, all advertis- 
ing agencies should make it clear 
to their clients that the clients must 
cooperate in working with new con- 
tact men and copywriters. In other 
words, recent changes have been 
forced upon the agencies, and some 
lost motion must be expected in 
taking up the slack when new men 
supplant old-timers. We have found 


lour clients cooperative when they 


are adequately warned of impend- 
ing changes if the new men are 
reasonably satisfactory. 

“We are also requiring longer 
preparation time for our advertise- 
ments, due to unavoidable delays in 
art and plate work. 

“We are replacing men with men 
in practically all cases because we 
handle a considerable volume of 
industrial advertising. Women do 
not fit into such work very well. 


Bookkeeping Is Simplified 


“Our bookkeeping system has 
been studied by specialists in agency 


ADVERTISING AGE 


| accounting, and our system has been 
|simplified to a marked degree. We 
|have also simplified production rou- 
tines, wherever possible, but since 
new personnel requires close super- 
vision, there has been no particular 
saving in woman power in this 
department. In production work, 
women are supplanting men almost 
entirely in our agency. 

“Our agency uses a Manual of 


|compiled over the years. This man- 
ual contains standards of procedure 


for specific clients. Perhaps no 
single factor has contributed so 
much to the successful transfer of 
duties from old to new people as 
our Code Book or Manual of Stan- 
dard Practices. The manual is fur- 


thereby find it easy to slip into 
established routines. This manual, 
incidentally, contains instructions to 
receptionists as well as to produc- 
tion workers and contact men. 

“The business situation is in such 
a state of flux that we have been 
able to find good men and women 
to fill the ranks. Naturally, we 
have had to use older people, but 
it has worked out quite well.” 

A small West Coast agency presi- 
dent says: 

“We haven’t lost anybody; as a 


Standard Practices which has been | 


for general agency operations and | 


nished to all newcomers, and they | 


matter of fact, we have gained an 
lexperienced account executive 
through a disaster which befell a 
rather large agency when war came. 
Our suggestion to other agencies is 
to do what we have done... get 
experienced, older men from agen- 
cies which have lost business be- 
cause of the war.” 


Inefficiencies Disclosed 


Merrill Anderson, president, Mer- 


/rill Anderson Company, New York, | 


reports: 

| “We have lost three men to the 
farmed forces; three girls have left 
because of ‘war marriages’; one girl 
j}has gone into a war industry, and 


j}one to the Navy; one man has gone | 


{to another agency to replace a man 
'who went into the Army. 

“We are trying these experiments: 
|being more objective in dropping 
|unprofitable business; breaking girls 
into men’s jobs; hiring older men 
|than we normally would; checking 
;operations to eliminate needless 
|routine; and . . working a little 
|harder. We have had a rather care- 
ful system of training clerical peo- 
'ple; this is paying out especially 


/well now. When young, inexpe- | 


‘rienced people leave, they create 
little or no problem; when (rarely) 


|someone more experienced leaves, it | 


igives us a salary differential to 


work with in promoting one or mor 
others. In spite of the disadvan- 
tages, this process has at least tw 
good features: it forces a review o! 
procedure and uncovers inefficien- 
|cies; it is one way of avoiding stag- 
nation and the gradual accumula- 
|tion of people unduly steeped 
habit.” 

Unusually hard hit, but un- 
daunted, is Charles A. Rawson & 
Associates, Atlanta, which, accord- 
ing to Helen Bullard, normally 
employs from 10 to 15 people 
“Since Dec. 7,” says Miss Bullard, 
“we have lost nine people to the 
‘armed forces and war _ businesse 
|It is our job now to hire women fi 
jobs formerly done by men. Too, 
| we have combined two or more jobs 
,and have eliminated a great deal of 
|paper work. We are using a free- 
‘lance artist and we may have to 
|}use a public accountant who is now 
‘employed elsewhere but who may 
| be able to help us at odd times.” 
| Louis E. Westheimer, Westheime: 
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iS 1T ON YOUR SCHEDULE? 
Me OUTDOORS, 729 BOYLSTON ST., BOSTON, MASS. 
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sie : par per ‘ 
& Co., St. Louis, says that the|tighten up the efficiency of the 


agency has lost two people thus far | 
and expects to lose a third shortly. | 
“We are thinking of hiring women 
for jobs formerly done by men,” he 
writes. “We plan to have girl 
assistants in our art department and 
are considering a woman production 
manager. So far we have not done 
away with any department in our 
ganization and do not contemplate 
doing so.” 

Walter Schwimmer, Schwimmer 
& Scott, Chicago, reports that his 
agency has lost six people so far 
and anticipates losing two or three 
others shortly. The agency is add- 
ing women in copy and accounting 
departments, and attempting to find 
older men for account executives. 


Hires “Trouble Shooter” 


“We just hired one capable wo- 
man who will be solely in charge 
of rescheduling routine and reor- 
ganizing clerical detail as well as 
handling of orders, in order to 


« % 


a 
SPECIFY 


Scratchboard Illustrations 
by c. 


540° N. MICHIGAN “AVE. 
CHICAGO ILLINO'US 


agency and be a trouble-shooter on 
odds and ends which may occasion- 
ally sag due to the hiring of new 
people and due to lack of experi- 
ence here and there,” he says. 

One of the most interesting re- 
plies came from L. W. Bonsib, Ft. | 
Wayne, Ind., who operatés an| 
agency specializing primarily in| 
direct mail, but also handling pub- | 
lication work. 

“Everyone in the office (except | 
myself and wife) at present is new | 
within the last three and one-half 
months,” he says. “One of our 
artists is in Australia, one yielded 
to the lure of high wages in a tank | 
factory and the third one was 
drafted early in September. My 
bookkeeper married and quit work- 
ing—and so it goes throughout the 
organization. 

“When the war started we antici- 
pated almost a complete black-out 
of earnings, and it looked as though 
there would be a much greater 
reduction in our business than actu- 
ally developed. As a result of our 
preliminary fears we reduced our 
floor space and overhead consider- 
ably. We now find ourselves oper- 
ating under crowded conditions, but 
with everything so indefinite we are 
trying to do more with lower ex- 


penses. 


“From a business standpoint, we | 
have found almost a complete loss 
of our direct mail and printing 
business from our regular custom- 
ers, which was to some extent offset 
by some additional business in the 
field from unexpected sources. | 
However, that part of our business 
will be much smaller during the 
year ahead. 


Loss Is Offset 


“Right after the first of the year 
we found about 50% of our adver- 
tising budgets were frozen up, but 
as time went on much of this was 
released. Only one account stuck to 
his original curtailment and cut us 
from $85,000 worth of trade journal 
space to $5,000. Actually, we lost 
about $100,000 worth of billing from 
regular accounts, but this was offset 
by additional billing from others to 
some extent. 

“We are being forced to work 
more and more with women, and 
may eventually have to use women 
artists if the Army continues to take 
the men. That, of course, is not 
a very satisfactory solution in an 


agency where accounts are almost 
100% mechanical and technical in 
riature. 


“It appears to us that the only 
answer is simply to work harder 
land do more and more of the work 


myself which was formerly dele- 
gated to others. 

“Certainly, we are going to main- 
tain our business unless Brother 
McNutt says we have to give it up 
and go run a factory, because we 
are definitely convinced that adver- 
tising is an essential and important 
factor in maintaining the morale of 


|the country and in preparing for the 


reorganization of markets and man- 
jufacturing facilities when the war 
lis over.” 


Larger Agencies Also Hit 


Larger advertising agencies are 
also having their manpower prob- 
lems, returns to the ADVERTISING 
AGE questionnaire indicate. For 
example, Buchanan & Co. reports 
the loss of 37 men to the armed 
forces, with seven or eight likely 
to join them shortly, and says that 
in addition to hiring more women 
for what used to be men’s jobs and 
making a careful survey of organi- 
zational activities, it is making a 
conscious effort to train draft-ex- 
empt personnel for key supervisory 
jobs. The agency feels, too, that 
salary and wage freezing will in- 
crease its problems, particularly 
among clerks, typists, etc. 

Federal Advertising Agency, New 
York, which has lost eight men to 
the armed forces and expects five 


While it is a well-accepted fact that woman’s place is in 


the home, it is equally well-established that some women 


just aren’t concerned with the home. 


They can be charming and attractive, moral and trust- 


worthy. 


They don’t denounce the home as an institution, 


but they can take it or leave it and their inclination is to 


leave it. 


What we’re driving at is that such women aren’t very 


important in the exacting world of today. They’re not 


going to help win the war, they’re not going to help fashion 


a better world. 


You will not meet this kind of woman amongst the 


readers of women’s service 


magazines. 


Service magazines 


are planned and written“for the kind of woman who does 


care—who wants to run a proper home come peace or war, 


who wants to adjust herself to the changing demands of a 


changing world. 


“THIS WOMAN NEEDS HELP!” 


This woman needs help. 


doing her new job as Manager of Our Wartime 
Living but she does need help. 
MeCALL’S has identified some of that help 


between covers in a new be 


Woman Needs Help!” 


advertising executive, this book is for you. Send 
for it. We shall mail it to you. MeCall’s Magazine 


If you are a business or 


She is capable of 


0k 


called, “This 


.. 238 Park Avenue, New York. N. Y. 
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more to go, is following much the 
same line. Women are becoming 
more numerous in the organization, 
and this agency also believes that 
the wage-freezing orders will make 
for increased shifts in personnel. 
Kenneth W. Akers, Griswold- 
Eshleman Company, Cleveland, re- 
ports the loss of eight men and 
women to the armed forces, with 
Uncle Sam’s finger currently point- 
ing to four more. “We have replaced 
our office boy, which is a position 
we have used for many years as 
a training place for creative and 
production men, with a girl, after 
losing three men in rapid succes- 
sion,” he says. “We are not elimi- 
nating or reducing service or func- 
tions but in talking to people as 
possible replacement material we 
are going to much older men and 
are also on the lookout for trained 
women copywriters.” 


More Mail Contacts 


An interesting example of 
“streamlining” is presented by Wil- 
liam H. Kinsall, Kane Advertising, 
Bloomington, LUl., who reports that 
“we find we are doing more and 
more business by mail where it is 
possible to do so, and it is surpris- 
ing in how many instances this is 
best, where before we served clients 


with personal calls. We are also 
using the telephone considerably 
more.” 


Duane Jones, Duane Jones Com- 
pany, New York, has found no par- 
ticular difficulty with personnel 
problems thus far, but believes that 
present conditions offer an unusual 
opportunity “to reduce advertising 
to its fundamentals more than ever, 
and concentrate on this thinking 
with adequate personnel. In 50 
doing, many of the superfluities of 
advertising can be ignored—man- 
power and expense can be saved, 
and I believe the total war effort, 
as far as advertising is concerned, 
can be greatly helped.” 


Uses Part-Time Workers 


©. K. Fagan, head of a Los An- 
geles agency, suggests an unusual 
approach to the problem: employ- 
ment of housewives or students on 
a part-time basis. “Remember that 
wonderful secretary of yours you 
had ten years ago who quit to get 
married?” he asks. “If you could 
get her back, even on a part-time 
basis, wouldn’t she be a big help? 
“To get copy and publicity writ- 
ers is quite a bit tougher. However, 
when our publicity director enlisted 
in the Navy, we partly filled the gap 
by hiring a noted woman feature 
writer who welcomed the chance for 
part-time work and wouldn’t have 
been available for a full-time job.” 
H. L. Fisher, president, Rickard & 
Co., New York, reports that his 
agency has lost 15% of its personnel 
and expects to lose another 10 to 
15% in the next six months. So 
far, he reports, no particular diffi- 
culty has developed in securing re- 
placements and service has not been 
curtailed. “Our clients need more 
assistance than ever before; we are 
actually providing a wider variety 
of services than ever before,’ Mr 
Fisher says. 


Steinreich to New Post 


Kenneth P. Steinreich has been 
named general sales manager of 
John Eichler Brewing Company, 
New York. Mr. Steinreich formerly 
was president of V. Loewer’s Gam- 
brinus Brewery Company. 
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Power Agency Closes 

Ralph L. Power Agency, Los An- 
geles, handling accounts of technical 
radio equipment manufacturers, has 
closed for the duration, with the ex- 
ception of one client. Mrs. D. H. 
Cameron, for the past ten years of- 
fice secretary, will terminate current 
business and take over the account 
of Universal Microphone Company, 
Inglewood. Ralph Power, owner of 
the agency, and a warrant officer 
overseas in World War I, has be- 
come an inspector in the Army sig- 
nal corps. 


Names Lewis & Gilman 
Laros Textiles Company, Beth- 

lehem, Pa., lingerie manufacturer, 

has appointed Lewis & Gilman, 


Philadelphia, to direct advertising. 


BOOKLETS 


LOOK 
cr *" 
FOLDERS cost 
SALES HELPS 
CR ee 

IMPROVED OFFSET 
Laurel ithocearny 


COMPLETE COPY & ART DEPARTMENTS 


abate LAUREL PROCESS COMPANY 
Mngpovcnco 480 CANAL STREET, NEW YORK 
WALKER 5-3030 


Rationing Begun 
by Hiram Walker, 
President Reveals 


Annual Report 
Discusses Taxes 
and Prohibition 


Walkerville, Ont., Dec. 2.—AlI-|Hatch continued, “the wartime pres- |—63.8%. 


carried out without a major dislo- 
‘cation of all our normal operations. 
is While our inventories are for- 
‘tunately substantial, it seems the 
|part of wisdom to your directors to 
husband them with due prudence. 
|To this end we are adopting a policy 
‘of rationing the company’s products 
‘to its various markets. This course 
‘inevitably will result in a curtail- 
‘ment of sales and therefore of earn- 
ings so long as the policy is con- 
tinued.” 


Prohibition, Taxes Discussed 
| “With but one exception,” Mr. 


taxes 
gross sales. Excise taxes and im- 
port duties alone accounted for 


58.9% of the company’s total sales 
volume, while with the addition of 
income and other taxes the figure 
rose to 65.7%. This contrasts with 
13.2% for materials and supplies, 
6.6% for wages and salaries, and 
18.8% for selling and operating ex- 
| penses. 

| The distiller’s total tax bill for the 
fiscal year was $98,734,989. In the 
|preceding year it was not only 
‘smaller in dollars—$65,182,177—but 
‘also smaller in percentage of sales 
The size and percentage 


though sales and earnings of Hiram |cures operating against us during of sales going into taxes have risen 
Walker-Gooderham & Worts, Ltd., the year have existed in greater or |steadily year by year since 1938-39, 


hit the highest peaks in history 
during the year ended Aug. 31, 
1942, the outlook indicates that 
profits and sales are likely to decline 
because of the war, H. C. Hatch, 
president and chairman, told stock- 
holders in his annual report. 

Sales for the fiscal year were 


$150,492,000, compared with $102,- | 


156,000 in the previous fiscal year. 
Net earnings during the 1942 period 
were $7,123,579, against $6,921,970 
in the previous year. 

Reporting that the company is 
completely diverted to war produc- 
tion, both in Canada and the United 
States, Mr. Hatch declared that 
“such a change naturally cannot be 


'less degree for all business enter- 
|prise. That exception has been the 
lrevival of a determinedly militant 
‘and largely emotional dry move- 
‘ment in Canada and the United 
States. . . Ever since the repeal of 
prohibition in the United States the 
‘attitude of the general 
toward the prohibition problem can 
perhaps be best described as an 
attitude of complacence. It must be 
realized that the drys, although in 
the minority, are a well organized 
|pressure group and that they con- 
stitute a real threat to the continued 
legal sale of alcoholic beverages.” 
A special page in the report 
shows the enormous bite which 


public | 


|when it was 52.5% of sales. “The 
alcoholic beverage industry con- 
\tributes more than any other toward 
\the federal, state and _ provincial 
|treasuries,”’ the report asserts. 


George A. Hormel & Co. 

Net earnings for the 53 weeks 
‘ended Oct. 31 totaled $1,347,798, 
compared with $1,192,670 for the 
1941 year. 


United Air Lines 

Earnings for the third quarter 
ended Sept. 30 were $2,017,659, 
compared with $1,242,588 for the 
like quarter last year. Net income 
for the nine months ended Sept. 30 
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s Survey belongs 
on the Desk 


of every 


Executive 
Okaying 


Food & Grocery 
Advertising 


Plans 


If you haven't received your copy 
of this survey, write for it today! 


Here are the Facts as Revealed in a New 14-City Survey by 
Fact-Finders Associates on the Amounts Purchased in Food 
and Grocery Stores by Readers of Various Types of Magazines 
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readers spend 


PARENTS’ MAGAZINE 


readers spend 


PARENTS’ MAGAZINE 


readers spend 


52 Vanderbilt Avenue, New York - 


22.8% MORE 
22.1% MORE 


20.0% MORE 


than the readers of 


GENERAL MONTH 


than the readers of 


than the readers of 


Parents’ Mlagazine 


Read in More Than 2/3 of a Million Homes Where Little Priorities Live 


Chicago - 


Boston + Atlanta 


ie ad ef ae 


LY MAGAZINES 


WEEKLY MAGAZINES 


WOMEN’S SERVICE MAGAZINES 


- San Francisco 


take out of the distiller’s | 


BURDEN OF WAR 
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Christmas, 1942, is different because so 
many Americans will be fighting in for- 
eign lands, The Fair, Chicago depart- 
ment store, reminded Yuletide buyers 
last week. In newspapers, the store 
passes up sales copy to boost the "buy 
bonds" drive. 


was $2,899,958, 
during the 
1941. 


against $680,272 
same nine months in 


Phillips Packing Company 

Net income for the six months 
ended Sept. 30 was $383,628, com- 
pared with $750,519 for the same 
period in 1941. 


American Airlines 


For the nine months ended Sept. 
30, net profit amounted to $2,407,- 
480, against $2,106,234 for the like 
period last year. 


American-Hawaiian Steamship 
Profit for the nine months ended 


Sept. 30 was $1,678,215 compared 
with $2,056,149 during the same 
period in 1941. 
Lane Bryant, Inc. 

Earnings for the year ended 
May 31 totaled $713,519, against 


$415,853 during the 
period last year. 


comparable 


| PRINTING 


AITHORN service is 
F cnatn — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
| there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


te 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


AComplete Day and Night Service for 
Advertisers and Advertising Agencies 
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Harvard Brewing Company $14,630,552 for the comparable | Baltimore & Ohio R. R. |income was $1,727,193, compared | Ninois Central R. R. 

Income for the year ended Sept. |Period in 1941. Net income for the ten months | with $1,490,201 during the same! come for the ten months ended 
30 was $170,498, against $195,202 | ended Oct. 31 was $27,247,769, |Period last year. Oct. 31 was $19,172,999, against 
for the like period last year. Consumers Power Company against $19,133,093 for the like ten pg: SaSen AOR Sor the commocatie varied 

| Net income for the 12 months |months last year. Milwaukee Road in 1941. wits ” 
Charles E. Hires Co. ‘ended Oct. 31 was $8,043,019, against | Earnings for the ten months | 

For the year ended Sept. 30, $9,591,739 during the same 12/ Sunray Oil Corporation eiast SEGGAAED for the ten |2eulen Valley &. &. 
income was $1,080,601, against |months last year. Earnings for the nine months ener in 1941. - ~s 7 For the ten months ended Oct. 31 
$879,335 during the same period | ‘ jended Sept. 30 amounted to $599,- , learnings totaled $4,410,577, com- 
last year. por — _— hee , {098 compared with $623,496 for the |D., L. & W. R. R. pared with $3,102,179 during the 

. a co ee a oe pone an ; | Earnings for the ten months |same period last year. 
Anaconda Wire & Cable foo enounee ge. Compared | h Burli : lended Oct. 31 amounted to $3,987,- | 

Profit for the nine months ended | With $679,956 for the same period Chgo., Burlington & Quincy 052, against $3,323,434 during the 
Sept. 30 amounted to $1,448,540, |9 year ago. | Net profit for the ten months comparable period in 1941. NOW — 190,000 NET PAID 
against $2,146,580 during the com- ended Oct. 31 was $21,044,283, 
parable nine months in 1941. Union Pacific R. R. against $9,196,386 during the com-| Denver & Rio Grande R. R. “a a 

For the ten months ended Oct. 31 | Parable ten months in 1941. Net profit for the ten months Asa 
Southeastern Greyhound net profit totaled $42,372,329, com- | ‘ended Oct. 31 totaled $9,400,560, WIRARMUMMIREISA EE Cag 

Net income for the nine months | pared with $17,197,441 during the Chgo., Great Western Rwy. compared with $2,344,172 for the pee satan oar, wane . 
ended Sept. 30 amounted to $915,-|same period in 1941. For the ten months ended Oct. 31 |like ten months last year. OUTDOORS, 729 BOYLSTON ST.. BOSTON. MASS 
172, against $788,605 during the 


corresponding period last year. 


Wilson Jones Company 

Income for the year ended Aug. | 
31 totaled $518,861, compared with | 
$411,553 during the same period in | 


1941. | “ bus 
Fairchild Aviation | < = _— 

For the nine months ended Sept. | : mas 
30, earnings totaled $669,568, against | rs 
$666,783 during the comparable | 2 \ 
period in 1941. yee 7 <2 ¢ 

7 i. he 3 ——— — 

E. R. Squibb & Sons | a = Se 

Net profit for the quarter ended =~, ot 
Sept. 30 amounted to $455,279, Pa M , a ote 
compared with $520,236 for the like oe 
quarter last year. 


New York Central 4 
Income for the ten months ended | +4 

Oct. 31 was $38,903,386, against | 

$22,979,095 during the same ten | 

months in 1941. 


N. Y., New Haven & Hartford | 


Earnings for the ten months) 
ended Oct. 31 were $15,611,534, 
compared with $4,564,827 during the 
like period last year. 


Southern Railway 


Profit for the ten months ended | 
Oct. 31 totaled $21,327,458, against | 


| 


EXCLUSIVE | 


REASONS WHY } 
TRUE STORY 
ss =e 


MOST POWERFUL 


(hp : | , he first requisite is to get your messages in the home—not now 


(y ) and then, but every day! Not as a casual visitor, but on stations 


IN EXISTENCE A CCEP TA NCE that are welcomed as long established friends and neighbors. 


Unless you are a native born New Englander, unless you know 


1 Wage Earners (the families » their characteristics, habits and qualities of loyalty you can't appre- 
who get 69¢ of every war : 
dollar) than any other mag- e . a 
azine published...at Ya the The ciate how important this is. 
cost of the average of the 11 


other leading magazines... 
far less than any single one. 


| 
True Story has the Highest ] | 
Ad Readership. 


True Story has the Highest 


Family Pass-On. | N E T W O R K . S 


YANKEE Yankee Network hometown stations are ''friends"’ of years stand- 
ing, known and preferred in the 20 key markets they have faithfully 


True Story has the Only | | served. 

Non-Duplicated Audience. 

a ne | FOUNDA TION The consistent success attained by scores of leading national 
oroughly. 


Only major magazine that 


our Ww Nd 


Moves with the Payrolls. q advertisers is the most significant and convincing evidence that pt 
Newsstand — October Issue | the sales-way to New England is through Yankee Network's 
1/2 MILLION OVER 1941! 


“accepted” stations. 


rHe YANKEE NETWORK, unc. 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative | : 
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- _ a } — 
SALES MEETING OF THE AIR have led to dislocation of the civil- its brands, Mr. Holmes said, the 
a esmen or ian meat supply, John Holmes, com- company’s advertising will find 
|pany president, expressed confi- many opportunities for public serv- 
2 | dence that the industry will shoulder ice during 1943. It will show the 
5 ft & C T k its wartime burden without falter-| American housewife how to use he 
Wi 0. a e ing. Swift & Co., he said, is ap-| meat wisely, help her plan well- 
| proaching the future with two car- | balanced meals, help her understand 
’ ’ - | dinal objectives: why her dealer can no longer offe: 
p U 1es$ “First: Win the war,’ he declared.| her the variety of meat cuts she | 
“This must always be our major) used to buy. ; 
. consideration in everything we do. intai lit i 
Dealer Good Will |It is the first principle of Swift &| sian ae — aid 
+ Co. policy from now until the war | anty, en 
Counts Heavily in is cg : | said, that will “be jealously watche; Y 
1942 Ad Plans | “Second: Maintain Swift’s leader- | over” and Swift's Premium, Brook 
ship for after the war. This means field and —s major yay ste 
Chicago, Dec. 2.—Swift & Co.| ‘that we must protect our assets of pla ‘the inest of their typ: 
salesmen swung into a special war- | public and dealer good will and available. f ~— 
time “L and E” week with plant | preference —by every possible The need — strong yer er te 
and district officials this week as means — regardless of temporary during the _ . “eee shortage 
part of the company’s 1943 plans to | difficulties of supply.” bee? meng Peace ng ag ll 
seed wit won Goat ene ers Four Swift & Co. principals took part in the oe special wee | to — Brand Names Vital of sales. Similar views were ex 
a oe : - as : | and other employes, replacing a number of district meetings. Blue Networ ressed by J. A. Revelle, gener: 
L and E” stands for “Listen and facilities were used. Policies were discussed by John Holmes, president (left); Obviously, he continued, “it is + at 4 manager, and R os Git- 

O. E. Jones, vice-president in charge of sales; J. A. Revelle, general plant sales | our responsibility to continue to ad- mes hg ie egelal 
manager; and R. H. Gifford, branch house sales manager. | vertise > brand ni ; and k ford, branch house sales manage 
wees : Pretend tem Range Pg . a a. Special bulletins and booklets on 

ov ni N-| “Sharing the Meat” are to be used 
l-a Agency Men Explain” and the company’s sales-| The general scheme of the com- | sumer and dealer. Every business in secon, salesmen up-to-date es s 
men have been instructed to do just pany’s advertising campaign | house in America that is built on a : : : 
w ccounts d do j 1943 d ti /h . A th t b It the changing product situation. , 
so ie ane | that in calling on dealers through- | was unveiled to Swift & Co. sales-| foundation of brand identity has, I National and women’s magazine | 
rrfave team waiting you upon ‘your out the country. The job isn’t easy,|men and other employes Nov. 21 in| think, a similar responsibility. Now, newspapers, an expanded coast-t: 2 , 
revurn. ell-estabdii . 


t ly- because the men must listen to the|a closed circuit broadcast using Blue| more than ever, it is imperative to 
financed Chicago advertising agency 


offers you unusually attractive propo- 
sition no matter how small or large 
your account(s). Confidential. Our 
staff knows of this ad. Box 3868, AD- 
VERTISING AGE, Chicago. 


coast radio program, and outdoor 
will be employed by Swift. next 
year. A strong feature will be the y: 
Breakfast Club program broadcast 
over 147 Blue stations, which right [ 


complaints of retailers whose sup-| Network facilities. The coast-to- 
plies don’t go around these days,|coast program replaced the usual 
‘and then must attempt to explain | number of district meetings held in 
why dealers can’t have all the meat | peacetime. 


preserve our brand names if we are 
to have a dynamic and vigorous 
economic structure ready to go after 
this war has been fought and won.” 


‘they want when they want it. Outlining the difficulties which! Besides protecting the identity of now is “selling” the government’: 

share-the-meat program to house- 

wives. The special “sales meeting 

] of the air” included a typical Break- 
‘o) fast Club skit to show salesmen how p 
YSte, Sh Swift is tackling some of the cur- ve 
Selwe;, a Prod, rent supply problems. N 

, ; ct 

Allied min, *™ical orp ‘SHORTAGE FORCES : 
Mur hy t Ine. SHOPS TO CLOSE -s 
Allis.c ; "Oducs, Chicago, Dec. 2.—JIn hopes of re 

L he “Se E, pt | forestalling enforced meat ration- 
Ygbill Br $ Mfg c leh x, Ine |ing, the Retail Meat Dealers As- tc 
* i A.s Os. ° 5 na Fink p | sociation of Chicago petitioned the th 
e oc. Mith Ca r. Ww Bc tae Cor, OPA and Department of Agricul- ti 
"Y-Ajax Hy Pine C. dwelt ine |ture today to put consumers on a a 
Da} ar | 90-day voluntary program of lim- is 
| ited purchases. s} 
| George Dressler, president of the qT 
| association, said that 500 of the th 
| city’s 5,000 butchers have been te 

|forced out of business since last 
|January, the majority because of u 

the growing meat shortage. Ten to 


15% more will be knocked out 


within the next six months if con- 


Th orc vets ¢ Co ditions are not improved, he fore- 
e Texas Co Dr. Solisbu, ths Milling Co cast. He said retailers were finding 
| Shell O31 Femi, - ure C¢ 


i Co., Inc. 

| Sinclair Refining Co. 
Sherwin-Williams Ce 

Vick Chemical Co. 


|of their normal meat supplies. 
Little hope was held out for an 
extended trial voluntary _ period, 
| however, and in Washington, D. C., 
today the OPA disclosed that ration- 


ci 
C 
C 
p 
, — : p 
| it difficult to obtain more than 60% C 
C 
C 
te 
Ss 
y 


|ing probably would start shortly p 
Lever Bros. Co. — Jan, cae hve a = 
. |rationing system. etails o 1e k 
Luden Ss, Inc. /meat allotment program have not C 
Bristol Myers &Co been completed. 
Beechnut Packing Cq_ that Ch deliver the _ASSAILS MEATLESS DAYS ‘ 
* ’ to ] re . . » “ et 
: a * can't | Ottumwa, Ia., Dec. 2. — “Irre- 
American Chicle Co. troit—stations | sponsible public afficials” who are a 
Procter & Gamble \ nches required to promoting meatless days as a war- h 
lose-in sates py | time necessity drew the fire of T. 
Morton Salt Co. . | Henry Foster, president, John Mor- I 
Swift & Co. influence that great tri-state, two- | Tell & Co., at a meeting of the com- b 
c Cola Co | pany directors here yesterday. . 
occd- ° 


A similar program during World 
| War I failed, he said, because con- 
sumers planned ahead for enough 
supplies to carry through. While 
meatless days now are needless, he 
| said, it is the nation’s patriotic duty 

to limit consumption voluntarily to 

the 2'2 pounds a week set in the 
| share-the-meat program. 


Kellogg Co. million-consumer market which sur- 


General Foods, Inc. 
Cream of Wheat Co: 
General Mills 

i Co. 
Pepsi-Cola 
Ralston Purina Co. 


rounds and follows WOWO. Join 


them—and profit. 


a 


c } 
hi Corp- Radbill Oil Co. Walker Agency Moves 
Ne b } lephon | li 7e a yency. San 
les 3 ell Telep Walker Advertising Agency, Sin 
tor diane B 
hicage Mo er justries SF 'Francisco, has moved its offices to 
Cc 5 icon Inde ; , — & 
- d Co. Amer Ass’? {116 New Montgomery St. 
ad torillar Retail Merchonts Pe 
: Bene" 
nkey Co. italizotion 
GC. E. Co ing Co Hosp sion BureoY i 
foctur Educo" . 
'  Eylver Many lodine Edveee1 & Public” | New A.C.A. Directory 
l= Gpic OF. CO 6 -o- ine. PD adc tnd | READY IN DECEMBER 
' ‘ ] 
yum i 
Socony e Aning WESTINGHOUSE RADIO STATIONS Inc 
. e | A quarterly pu! 
Natione! es i WOWO + WGL « WBZ « WBZA « KYW e¢ KDKA | Sean dieets 
n t the work of tree 
Acme ee chcacte’ C REPRESENTED NATIONALLY BY NBC SPOT SALES | lance artis. 
on : " oo "e- Sa a ia 
patrers clothing De! pm cigor® ky 
Trimou™ P & sons Ame ee 
3 ed art talent k 
rris Mey the art buye 
mor, de : 
seeck & OO Co ORDER NOW? on, sco gu yo 
te prve? a. 
wee yd | 
Pie : 


i ASSOCIATED CHICAGO ARTISTS, INC. 
Dept. AA 840 NORTH MICHIGAN AVE. CHICAGO. 1 
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BLUNT TALK 


WHOARE ABOUT TO DIE... 
Y fritter / 
* 


TES, ame THOEE OOF BiLs OE SEG ONRLT eeeEtE 
Att TOC Whe WHE 1S CONES TH GET EULACD Tele @nee 
eee TOL Tee AS GOEP OL Cee Stee FeewanE 


| phenomenon, the radio play. 


i 
| 
SAVE MANPOWER FOR WARPOWER! 


| 
Tereaamrnet anseaes || 


(SIGNATURE OF COMPANY) 


| 

Seriousness of accidents in reducing | 

manpower is put over bluntly in this | 

special copy, made available to com- | 

panies for individual sponsorship, by the | 

War Production Fund to Conserve 
Manpower. 


Advertisers Back | 
Drive to Cut 
Accident Toll 


New York, Dec. 2.—The sup-| 
port of an increasing number of ad- | 
vertisers has been enlisted in the 
National Safety Council’s War Pro- 
duction Fund to Conserve Man- | 
power campaign, William A. Irvin, 
national chairman of the project, 
reported today. 

In urging additional advertisers 
to work the manpower conservation | 
theme into their promotional activi- | 
ties, Mr. Irvin released a_ special 
advertisement on the subject, which | 
is available for commercial sponsor- | 
ship. The copy, described in ApDvER- | 
TISING AGE, Oct. 19 issue, dramatizes 
the seriousness of the manpower | 
toll exacted by accidents. 

Advertisers currently cooperating | 
with the fund include Acme Steel 
company, Allegheny-Ludlum Steel | 
Corporation, Babcock & Wilcox | 
Company, Bethlehem Steel Com- | 
pany, Climax Molybdenum Com- | 
pany, Hartford Times, Inland Steel | 
Company, International Nickel | 
Company, Liberty Mutual Insurance | 
Company, New York Central Sys- | 
tem, C. Schmidt & Sons, United 
States Steel Corporation and 
Youngstown Sheet & Tube Com-| 
pany. 

Headquarters of the drive are 
located at 71 Broadway, New York 
City. 


‘Star-Times’ Uses Outdoor 


The St. Louis Star-Times has in- 
augurated a new outdoor advertis- | 
ing campaign using 24-sheet posters 
headlined, “Maybe You're Over- 
looking Something.” Featuring a 
“modern newspaper” theme, the 
promotion includes extensive use of 
radio and direct mail. 


~~ Ka 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


L- 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 


Marks 12th Year 
of Broadcasting 


Chicago, Dec. 4.— When Bret 
Morrison stepped to a Mutual mi- 
|crophone last Sunday and began his 
|mythical journey down Broadway 
ito the Little Theater off Times 
| Square, it marked the twelfth year 


that the imaginary playhouse has|many luminaries — Don Ameche, ‘paper and its staff. 


‘been holding its opening nights. 
One of the oldest programs on the 
air, particularly from a standpoint 
‘of continuous’ broadcasting, the 
\“First Nighter” program is credited 
|with originating that contemporary 


ADVERTISING AGE 


‘nal plays have been broadcast, all at 5 p. m., CWT, Sundays. Aubrey, | Todd Extends Greetings 


selected by a six-person play jury Moore & Wallace is the agency and | 
which is unaware of the author’s| L. T. Wallace is account executive. | 


identity. 


Spawned Many Stars | 


| 
| The curtain rose for the first time | 
jin the “little theater’ on Thanks- 
giving night in 1930. The program, 
which for the past six years has 
starred Barbara Luddy and Les 
| Tremayne, was the springboard for 
Tyrone Power, Gale Paige, Henry) 
|Hunter and others. The late Mme. 
|Ernestine Schumann-Heink made 
|her radio dramatic debut on the| 
“First Nighter.” 


‘Shears’ Marks 50th Year 


Shears, publication devoted to 
the interests of paper box makers 
and bookbinders, published in Chi- 
cago, issued a_ special November 
edition to commemorate its 50th 
anniversary. Advertisers featured 
congratulatory messages to the 


| Conference Date Set 


The National Conference of Busi- | 


ness Paper Editors will hold a meet- 


Todd Shipyards Corporation, na- 
tional organization which has 12 
yards on the Atlantic, Gulf and 
Pacific coasts, will use 1l-inch, dou- 
ble-column space in national news- 
papers throughout the British Isles 
and Northern Ireland during the 
Christmas season, to extend greet- 
ings from Todd. Pages also will be 
used in all industrial shipping 
papers. 


For the duration it is 
War Materials instead 
of Signs, 


The program, switched from CBS| ing in New York Dec. 10-11. De- 
In its|to Mutual this year, is heard on|tails of the program will be released 
12 years, something over 500 origi-| behalf of Campana Sales Company | shortly. 


SIGN CO. LIMA. OHIO 


NEW EQUIPMENT DIGEST 


WuCuUnu CCE 


EVISTA INDUSTRIAL 


published separately in Spanish and Portuguese as its Latin American editions 


TO BLANKET THE ENTIRE INDUSTRIAL MARKET IN LATIN AMERICA 


First issue dated APRIL, 1943... . 
Published to fill that long felt need for an industrial 


monthly thereafter! 


news medium that will blanket all markets for American 
industrial equipment throughout the Latin Americas... 
by giving all Latin American industry the same practical 
help which New Equipment Digest gives to our own in- 
dustries...condensed but complete information on what's 
new in equipment ... in materials . . . in methods and 
processes. Carefully selected, edited and translated by men 
who know the needs of the Latin American industries, 
and who maintain constant contact with these markets. 

Assuring advertisers complete market coverage . . . for 


copies of the Spanish edition will be sent to all worth- 


while companies in a// industries in all the Spanish 
speaking countries. The Portuguese edition will simi- 
larly blanket industry throughout Brazil. 

Advertising rate . . . $90.00 per unit, on 12 insertion 
basis, which includes both Spanish and Portuguese editions 
(unit size same as New Equipment Digest, 344" x 4%"). 
Circulation 20,000 copies. Forms for first issue close 


February Ist for copy... February 20th for complete plates. 


WRITE OR WIRE FOR COMPLETE INFORMATION 


R EV, — oe 
Hine aon “87a Inousrpry, =| BF 
—_— —— Oo ee enn eee 


PENTON BUILDING 


EQUIPMENT DIGEST PUBLISHING Co. 


Affiliated with the Penton Publishing Co. 


NEW YORK—110 E. 42nd Street © PHILADELPHIA— 4618 Larchwood Avenue © CHICAGO—520 NW. Michigan Avenue © LOS ANGELES 130 W. New Hampshire Avenue 


CLEVELAND, OHIO 
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Variations 
y Income 


Varying Consumption 
Patterns of Products 
Traced in Study 


in Product Use 
Levels Are Shown 


‘cities in which canned milk was ;homes, and relatively high among 
‘consumed, 25.2% were upper level |lower level families. 

‘homes, 36.8% were middle level | However, let us now examine the 
‘homes, and 38% were lower level| white bar in the chart. This shows 
‘homes. In general, this breakdown |that of the total units of canned 


jof the homes in which canned milk |milk collected in the eight-week 


{Editor’s Note: This is the eighth | was found follows rather closely the | study, 20.2% came from upper level 


of a series of reports, appearing 
exclusively in ADVERTISING AGE, 
highlighting the findings in the 
Continuing Consumption Index, 
which was launched in Syracuse 
several months ago and which has 
now been operated in ten cities, 
with additional cities soon to be 
included. 

The Index is an actual measure- 
ment of consumption of food, 
kitchen and bathroom products in a 
scientifically designated cross-sec- 
tion of urban families. It is neither 
an opinion nor recall check nor 
“inventory.” Figures are based on 
weekly collections of labels, wrap- 
pers and containers direct from the 
selected homes. 

Everett R. Smith, research director 
for Macfadden Publications, is coop- 
erating with ADVERTISING AGE in 
offering interpretive comments on 
the more important findings as they 
come to light.] 


By EVERETT R. SMITH 


In the most recent report on the 
True Story-Crossley Continuous 
Consumption Index to appear in 
ADVERTISING AGE (Oct. 26) the first 
figures on the cumulative totals 
developed in the study in six cities 
were presented. These figures cov- 
ered data on nine types of com- 
modities and were based on eight 
weeks of continuing consumption 
records in 635 homes—a total of 
5,080 weeks of consumption. 

In this month’s report we present 
some entirely new data on 16 differ- 
ent products, with the accompanying 
charts showing, for each of these 16 
commodities, the per cent of homes 
using the product, the per cent of 
total units used, and the average 
number of units consumed per using 
home during the eight-week period 
during which each home was meas- 
ured. All of this data is presented 
for each of the three basic standard 
of living levels (upper, middle and 


lower), so that comparisons be- | 


tween various segments of the 
population can readily be made. 


Canned Milk Consumption Traced 


As an example, let us examine 
the accompanying chart on canned 
milk. This chart shows (black bar) 
that of all the homes in the six 


breakdown of the 635 families |families, 35.9% came from middle 


studied, since 28.3% of the complete |level homes, and 43.9% from lower | milk than is true of either the upper 
lor the middle level families; and 
|(2) that families in the lower level | 


six-city panel consisted of upper |\level homes. Here the consumption 
level homes, 36.8% of middle level|pattern begins to emerge in even 
homes, and 35% of lower level |greater clarity. Although 28.3% of 
homes. Therefore, it can be seen|the homes studied were upper level 
that the percentage of users of |homes, these families accounted for 
canned milk is relatively low|only 20.2% of the units of canned 
among upper level families, just milk consumed; the 36.7% of the 
about right in the middle level |families in the middle level con- 


| - CANNED MILK - 


- FROZEN FOODS - 


the standpoint of the seller of | 


sumed 35.9% of the canned milk canned milk is the lower level, since 
units; and the 35% of the families |more families in this group use the 
in the lower level consumed 43.9% |product—and use more of it—than 
of the canned milk units. families at any other level. 

A glance at the frozen foods chart 
(presented directly: below the 
This picture is pointed up in a | canned milk chart) indicates, on 
slightly different manner in the |the other hand, that approximately 
vertical bars to the right of the|the reverse is true in the case of 
chart, which shows the average | this commodity. Here 45.1% of the 
units consumed by each using fam- | families in the upper level use the 
ily rose from 9.6 for the upper level, | product, accounting for 56% of the 
to 11.7 for the middle level, and total units, whereas in the lowe: 
to 13.8 for the lower level. In other level only 10.6% use the product 
words, two things become clear: ‘and their purchases account fo: 
(1) that a greater percentage of | only 6% of the total units. Simi- 
lower level families used canned 


Average Units Shown 


LEGeEN D 


GR ccecenr oF roves ramicies usine 


which use canned milk use more of | 


it than families in the other income [) rencewt or roran units 
levels. On the basis of these fig- WHI m stains atl 
ures, it becomes obvious that the a oe . 


best segment of the market from 
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middle and lower level families are|and therefore make them better 


larly, whereas the upper level tam-| These two examples show how | 


product in which there is no impor- 
ily using frozen foods consumed 5. 4 | similarly 


consumed only 2.5 units during the 


interesting patterns 
units during the test period, lower consumption can be traced from the 
level families using frozen foods other 14 charts presented with this 
article. 


of 


| tively less fresh milk, or 


normally larger consumers 
canned milk because they use rela- 
whether 


of | prospects for the type of commodi- 


ties which are normally associated 


|; with upper level families. 


tant difference in unit sizes, par- 
ticularly in the units purchased by 
the different standard of living 


; ; they have been better sold on the One important factor in the de- levels. (In looking at the cereal 
test period. Whether this analysis shows that merits of canned milk is something | termination of the quantity of goods |chart it should be borne in mind 
|\which we cannot analyze at present.| purchased is not shown on the/|that the study covers the period 
- POWDER - The advertiser, of course, must | accompanying charts; that is, the from early spring through early fall 
draw conclusions from this material |number of “units” purchased may and consequently cooked cereals 
2.15 in the light of the special circum- | not correspond with actual con- show up more poorly than if win- 
UPPER : It 1.6 stances applying to his case. sumption because of differences in ter months had been covered.) Cer- 
21.7% We should like to point out, how-/|the unit sizes. In the case of such tain of the bathroom products 
36.9% ever, that lower level homes may products as canned milk, where |should be considered with the real- 
MIDDLE —— 1.6 not necessarily represent poor pros- | there is relatively little difference in ization that these are slower turn- 
] 30.5% , 
- pects for frozen foods or other |the sizes of the units which are cus- over items and show up less fre- 
TT 39.0% products which have thus far had|tomarily purchased, the number of |quently in a given consumption 
LOWER = a /|| 2.0 the bulk of their sale among higher | units is a fairly good index of con-|period. Tooth brushes, antiseptics 
; level groups. This is true because,|sumption volume. But at the other and mouth washes, in particular, 
as the reader will remember, the |extreme there is flour, where one|are likely to show up with much 
three levels into which the families | unit may be equal to several small less regularity. These charts have 
- LAUNDRY BARS - included in the study have been units in both volume and price. |been included, however, for the 
broken down do not necessarily While upper level families used | interest they may have to those con- 
28.6% If] indicate either income or spendable 2.3 units of flour per consuming |cerned with such commodities as a 
UPPER . | Hilo 4.6 money. They are based upon living |family during the period covered, comparison between the three stan- 
28.65 standard levels, and a major, but|and lower level families used 3\dard of living levels and _ their 
— ————— 35.7% not the sole index of their selection units, nevertheless the total amount habits, while bearing in mind the 
MIDDLE 30.88 -" is rental value. ‘of flour per using family was greater |degree of validity which may be 
Under present conditions, many |in the upper units because they nor- applied to that analysis. 

— 35.7% families in the upper level on the |mally purchase in larger quantities. | ————_ 

] 40.6% {| - basis of rental values may be con- On the other hand, lower level fam-| Gyjide Names Young 
ange ot spending, a ne! neon —s in ow gad ro penne Guide Magazines, publisher of 
the same oO eon a mi a _— uy ange — y, . — Click, Guide Screen Unit and Guide 
lower level families have consider- quently are exposed to the possi- | petective Unit, has appointed James 

- CANNED VEGETABLES - ably increased incomes which give | bility of brand change at more fre-| A. Young, Los Angeles, as its West 
them a greater excess of spendable | quent intervals. Coast advertising representative, 
28.3% T ] or discretionary spending power| Ready cereals are another type of |effective Jan. 1. 
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UPPER a (lo 14 sales, department store sales, in- 
dustrial payroll) Tacoma’s 1942 
ll 1.3 gains far exceed those of the 
l state's third market. In many class- 
1.1 ote at ~— . . 
oD ifications (building permits, liquor 
sales, Post Office receipts, bank 
~ sort oRtinns - debits, average hourly wage) Ta- 
— na coma shows GREATER gains than 
weer F pr L 21.4 Washington's largest city, Seattle. 
_I—___. 36.2% That's why sales-minded adver- 
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— ae tisers are making Tacoma a MUST 
«ss: on their media list. 
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naneee News Tribune shows a 7.2% GAIN 
in retail lineage for the first 9 
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WCOP is getting more and more radio dollars 
from more and more advertisers . . . do YOU 
know why? 
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Treasury Appoints Mason 


War Savings Consultant 


The Treasury Department has 
appointed William H. Mason, former 


Detroit newspaper man, as a special | 


consultant to its war savings staff. 

The appointment may forecast an 
impending war bond drive in the 
automotive industry, since Mr. 
Mason, originally assigned to assist 
in the bond drive in the rubber 


industry, and then in the steel in- 
dustry, formerly was _ publicity 
director of Oldsmobile Division, 


automobile editor of the New York 
Times, and director of public rela- 
tions for General Tire & Rubber 
Company. 


Bernstein Adds Four 


Bo Bernstein & Co., Providence, 
has been named agency for Ander- 
son-Little Company, Fall River, 
Mass., manufacturer of men’s wear; 
City Fur Stores, Marty’s Clothing 
Mart, and Morton’s Shoe Store, all 
of Providence. Mrs. Norma Smith 


Dawson has joined the agency staff. | 


MAILING SERVIC 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St. 


Independents Make 
Better Showing 


Wabash S655) 


Than Chain Stores 


Nielsen Reviews 
Tremendous Shifts 
in Grocery Retailing 


| Chicago, Dec. 3.—Vast changes in 
‘the marketing structure of grocery 
|stores, and a wide variety of prob- 
lems and perils for retailers and 
{manufacturers alike, due to the 
exigencies of war, are shown in an 
|analysis of grocery store sales de- 
veloped by A. C. Nielsen, president, 
A. C. Nielsen Company, leading 
marketing analysis organization, 
and presented in chart form before 
ithe Grocery Manufacturers Asso- 
|ciation in New York at its annual 
oo 

Grocers are getting an increased 
| share of the consumer’s dollar com- 
| pared with a year ago, and are get- 
|ting a vastly increased share of the 
|consumer’s spendable dollar, Mr. 
Nielsen reports. As indicated in 
|Chart 1, 


consumer cash income has | 


INCREASE THEIR SHARE 
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Chart |. Grocery stores are getting an 


increasing share of the consumer's dollar. 


and 
but | 


real 
income 


income, 12% 
only 4%, 


risen 22%, 
| spendable 


cash sales have gone up 24%. How- | 


|tember period, and even less during | 
jearlier months of the year. 


Likewise, price ceilings have 
squeezed retailers so that in general 
they seem to be handling a sub- 
stantially larger volume at reduced 
gross-profit rates, Mr. Nielsen as- 
serted. 


Mortality Rising Steadily 


Turning to grocery store mor- 
tality, Mr. Nielsen pointed out that 
“deaths” have gone up from 6% in 
1940 to 9% in 1941 to 10% this year, 
but that from two-thirds to three- 
fourths of these deaths are among 
“mama and papa” stores doing less 
than $10,000 annual volume. They 
make up more than half the total 
number of grocery outlets, but 
account for only about 10% of the 
sales, he said. Incidentally, inde- 
pendents have fared better than 
chains as far as the trend of total 
sales under wartime conditions is 
concerned. 

A consumer survey made by the 
Nielsen organization some time ago 
showed that, aside from quality, 


|price has been the big stores’ main 
\drawing card, 


while personnel and 


location have been the principal | 


During peacetime, 61% 


WHAT THEY DO 


CENTRAL CO!SUMER SURVEY 

That Custoners Do When 

Store ie Out of Stock 
(1940) 


Of the Desired Of the Desired 
Brand 


Sire 
65% 4ae 
Take Another Take Another 
Site Brand 
17 36 
Take Another Go Elsewhere 
Brand 
16 
Go Elsewhere 20 
12 Defer Buying 
fefor Buyirg 


Chart 2. Showing what customers do— 
during peacetime—when sizes or brands 
are out of stock. 


grocery and country general store |assets of the average independent. | tions. 
of all fam- | states, where gas rationing has been 


ever, most of this increase has come |ilies make regular use of the near- ‘in operation for some time, a clue 


sharply changed by wartime condi- 
In the eastern seaboard 


from higher prices, with tonnage up |est grocery store, while 39% go far- | to the changing buying pattern may 


only 7% 


Q. Who are BUYERS Today? 


. EVERYBODY! 


. WE DO! 


A 
_ Q. Then don’t we need to 
cover the ENTIRE market? | 
A 


Subway Advertising covers nearly all the buyers in 
the greatest market—New York; gives advertisers 


circulation a month—greatest in the medium’s his- 
tory because gas-rationed New Yorkers are using 


the subways more than ever. 


Say it fast, say it often, 7) 
show your product in the NEW YORK yy 


rationing. 


trips a month. 


routes. 


ONLY SUBWAYS GIVE ALL SIX: 


Maximum Coverage —nine out of ten adult New Yorkers 
rode the subways in a typical month—even before gas 


Daily Repetition—the average rider takes more than 26 


Prolonged Exposure—average trip exceeds 23 minutes. 


True Color identity — by showing your package and product 
in use and in full color, assures instant and unfailing 
recognition—gives appetite appeal. 


Point-of-Sale Influence —stores are concentrated on subway 


Economy — cost of subway car cards travelling with con- 
sumers, 4.6¢ per thousand circulation; cost of subway 
station platform posters, 1.9¢ per thousand. 


Ge 


during the August-Sep-/|ther afield, but this picture is being|be found in the fact that stores 


doing less than $10,000 volume- 


ineighborhood = stores — have _in- 
creased sales 42%, whereas the 
jlargest units, doing more. than 


$100,000, have increased only 8%. 
|Even in what used to be unrationed 
|states, small store sales went up 
38%, while large store sales climbed 


| only 15%. 


Promotion Cut Down 


Pointing out that the out-of-stock 
problem is growing constantly more 
important, Mr. Nielsen declared 
that in normal times 28% of the 
customers go elsewhere or defer 
buying when a store is out of a 
desired size, and 56% take one of 
these courses of action when a store 
is out of the desired brand. (Chart 
2.) While this problem will not be 
so acute as shortages become more 
general, an out-of-stock condition 
irritates a housewife, “whether we 


are in a war or not,” Mr. Nielsen 
reported. 
Reminding his audience that 


retailers tend to cut down on both 
advertising and store display of 
“short” commodities, he also com- 
mended manufacturers for sustain- 
ing their advertising support (Chart 
3), declaring that retrenchment has 
come only in those fields where 
actual shortages exist, and that 
advertising is not disproportionate 
to the general upward trend of 
sales. 

Tracing the results of withdrawal 


of brands, out-of-stock conditions 
and changes in packaging, Mr. 
Nielsen went on to report that 


large-size packages are accounting 
for an increasing portion of sales, 
due primarily to higher consumer 
income and to fear of shortages. 


Buying Patterns Change 


Changing patterns of consumer 
income are quickly reflected in 
changed retail sales conditions, and 
advertisers must be careful to gear 
their promotion to the groups which 
are now able and willing to buy 
the product, he emphasized. Re- 
garding a typical product, he dis- 
| played data to show that “the broad 
lift in buying power among the 
lower-income families has _ lifted 
hundreds of thousands of former 
non-users to a point where they can 
now afford to buy the product.” 

Turning to the pattern of radio 
listening, as indicated by the Niel- 


5000 WATT 
Voice 
of the 


Tri-Cities 
Affiliate: Rock Island ARGUS 
MUTUAL NETWORK - 1270 KC 
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TREND OF MANUFACTURERS’ ADVEFTISING 


News, Wagerine, Network Radio 


COMPOSITE - 23 GROCERY COMMODITIES 
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Viscose Stresses 
Rayon’s War Role — 
in Newspaper Copy 


New York, Dec. 2.—In an effort 


| to dramatize to its employes, their 
| families, and residents of communi- 


ties in which they work, the impor- 
tant part rayon is playing in the 
war program, American Viscose | 
Corporation has launched an adver- 
tising campaign in newspapers | 
where the company’s seven plants | 
are located: Marcus Hook, Lewis- | 
town and Meadville, Pa.; Roanoke | 
and Front Royal, Va.; and Parkers- | 


statements from each individual on | Jewel Tea Advances 


his job and part in the over-all war | 


picture. 


The Statue of Liberty is illus- 


Six Top Executives 


Jewel Tea Company has promoted | 


trated in one advertisement, and the the following top executives to new 


headline says, “Brother, this takes 
muscle!” Copy points out that 
“Liberty’s bronze arm can only hold 


| the torch” and that “it takes muscle 


to uphold our liberty.”” Everybody 
is in the fight this time, it continues. 
“The soldier toting his gun shows 
his muscle. The woman carrying 
her groceries home to save gas and 
rubber shows her muscle. We work- 
ers, sweating till we're dog tired, 
show our muscle.” Listing a num- 
ber of vital needs for rayon in war 


offices: G. L. Clements, named 
jexecutive vice-president, food stores 
department; C. A. Larson, elected 
vice-president, food stores merchan- 
dising; M. S. Morse, vice-president, 
food stores operating; H. W. Dotts, 
named vice-president, route depart- 
ment sales; and E. E. Hargrave, 
secretary of the company. R. D. 
Sturtevant has been appointed gen- 
eral counsel and head of the law 
department. T. Edward Davis, for- 
merly general counsel and secre- 
tary, has resigned to become execu- 


Close to Address 
Chicago Post 


Upton Close, expert on the Far 
East and popular radio commenta- 
tor, will address Chicago Post 170, 
American Legion, at a_ special 
luncheon meeting at the Medinah 
Club at noon, Dec. 11. 

The Friday gathering takes the 
place of the scheduled Dec. 4 meet- 
ing at the Tavern Club. 


To Newell-Emmett 


Dora May Talcott has left the 
Institute of Public Relations to join 
Newell- Emmett Company, New 
York, as assistant in the publicity 


sonnets , pmeet eT ere . : .. tive vice-president of National | department. 
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large volume of rayon is now being | is served will help keep a dress or 
used in military equipment, includ- | * Ng ‘hi ioe . og sia wai 
ing extra-strength tires for planes,| J: M- Mathes, Inc., is the agency. 


artillery and Army motor transport, | 


while material not employed for Names Irwin Vladimir |bulletin, called “McCannic Com- 
wartime purposes is urgently needed | Irwin Vladimir & Co., New York,;Munique,” for its men in service. 
for essential civilian clothing. Pho-| has been appointed to direct export|The paper goes to the seven men 
tographs of local company personnel advertising for Osomulsion cod liver already in the armed forces and to 
are featured, together with brief) oil. the office staff in Cleveland. 
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Quality Readership PLUS 
‘Quality Advertising Means T 


Starts ‘Communique’ 
The Cleveland office of McCann- 
|Erickson has begun issuing a news 
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Chart 3. Trend of manufacturers’ adver- 
tising in the grocery field during recent 
months. 


sen Audimeter, Mr. Nielsen reported 
that lower daytime listening indi- | 
; cates more people at work and that | 
higher evening listening in the | 
upper brackets checks with cur-| 
tailed social activity here due to| 
higher taxes, etc., while the oppo- | 
site picture in lower-income homes | 
is due to the fact that these groups | 
have More money than formerly for | 
outside entertainment. 
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p Distribution Institute | 
e Reelects Officers | 
Ward Melville, president of Mel- | 

ville Shoe Corporation, has been | 
reelected head of the Institute of | 

*k Distribution, New York. Other of- | 
re ficers reelected were vice-presidents | 
ad Nate S. Shapero, president of Cun- 
he ningham Drug Company, and E. C. | 
er Mauchly, vice-president of F. W. 
a Woolworth Company. Mr. Mauchly | 
of was also named chairman of the) 
nn executive committee. John G. By- | 
: ler, vice-president and_ treasurer 
rt of W. T. Grant Company, and | 
be Harry Rubenoff, secretary of United 
re Cigar - Whelan Stores Corporation, | 
on continue as treasurer and secretary | 
we of the group, respectively. 
en John P. Nichols has resigned as 
general manager of the institute, a | 

sat post he has held since 1937, to join | 
sth the armed services. No successor | 
of _ has been named. f 
m- | 


in Uses Canadian Dailies | 


art Stewart - Warner - Alemite Cor- 
has poration of Canada, Belleville, Ont., | 
ere has placed copy in Canadian dailies | 
hat for Alemite lubrication systems 
ate and South Wind car heaters. E. W. 
of Reynolds & Co., Toronto, is the 
agency. 
wal “er “enn 
ons | Wins Color Contest Oc ra Oar 
we Rg News Tribune, Tacoma, | 
na fash., has won the color reproduc- | ATA . AR H i 
‘ing ion contest condissied ty’ Bowe. | Millions of American wage earner families have It is no wonder then that CLICK is able to 
es, paper Groups, Ine. The newspaper | had their destinies touched by all the “Local deliver an ever increasing large share of this 
e ive a plaque as a member a. a p $ 4 i i 
" newspaper of the Pacific Comics and | Draft Board 33's.” Still it remained for CLICK market to advertisers. And it is no surprise to 
acific 


Parade for having main- 
tained the highest standard of color | 
reproduction in its comic and mag- | 
azine section advertising for the 
past year. 


CLICK that everywhere manufacturers find their 
sales jumping in industrial areas and dropping 
off in white collar sections. With most manu- 
facturers it has been unplanned. With CLICK 
it is deliberate. 

The wage earner families are spending money 
that they never had before. They are in the 
driver's seat. They may not know it but they are 
the most important people in the world today. 
It is imperative that any manufacturer interested 
in occupying a dominant position in his industry 
now and after the war, start advertising to this 
new market — NOW! 


(January issue—copy on request) to be the first 
magazine to tell the very human and important 
story of how the men on these boards face the 
war's toughest jobs with the innate American 
sense of fair play. The universality and broad 
appeal of such picture editorials, of interest to 
everyone, is CLICK’S consistent new editorial 
policy. CLICK lives with the problems and inter- 
ests of the wage earner families. These men and 
women are able to look at any CLICK feature 
and say “This concerns us” or “This is happening 
to people like us.” 


IN AT A Dewitt 
OPERATED HOTEL 


In Cleveland 
THE HOLLEND 

In Columbus 
THE NEIL HOUSE 


In Akron 
THE MA 


In Lancaster, O. 
THE LANCASTER 


In Corning, N. Y. 
THE 


| HARRY HAYDEN, General Monoger 
551 FIFTH AVENUE, NEW YORK CITY + 731 Plymouth Court,.Chicage 
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Wachtel Named Director 


W. W. Wachtel has been elected 
a director of Distillers Corporation- 
Seagrams Ltd. Mr. Wachtel is presi- 
dent of Calvert Distillers Corpora- 
tion, New York, a _ subsidiary of 
Distillers Corporation, and a former 
vice-president of Loose-Wiles Bis- 
cuit Company, New York. 


To Belden & Maitland 


Cleveland Automatic Machine 
Company, Cleveland, has appointed 
Belden & Maitland, Cleveland, to di- 
rect its advertising. 


n 
DIFFERENT 


INDUSTRIES 


* These readers control the 


steam, electricity and other 
power services that keep vital 
war industries humming. They 


need information on how your 
power products can help assure 
continuous, top-speed operation. 


53 W. JACKSON BLVD., CHICAGO 


Selective Service 
for Women Wanted 
by the Fair Sex 


New York, Dec. 1.— Almost two 
women out of three believe their 
sex should be drafted into the war 
effort by means of a selective serv- 
ice law, the Woman’s Home Com- 
panion reported following the sec- 
ond in its series of nationwide | 
reader polls. 

Results of the survey, published 
in the magazine’s December issue, 
reveal that women in towns under | 
10,000 population are the most 
vigorous supporters of this pro- 
posal, with 69% of the magazine’s 
readers in such localities voting in 
favor of the suggestion. Sixty-two 
per cent of women in cities over 
100,000 population signified their 
approval, while 64% of female read- 
ers in towns from 10,000 to 100,000 
population voted likewise. The 
over-all tally in favor of selective 
service for women was 65% 


Favor Military Control 


Readers of the magazine voted 
overwhelmingly in favor of military 
control of management and labor in 
war industries. The national vote 
was 83% in the affirmative, with 
the strongest support evident in 
southern states, 92%, and the low- 
est in northeastern states, 80% 

The high vote in favor of military 
supervision of war industries was 
attributed to the conviction, “Strikes 
are criminally unfair to our boys 
in the service. If we don’t have 
military control of war industries, 
strikes may mean losing the war.” 


In expressing themselves on the | 


selective service issue, women in 
small towns supported the proposal 
more energetically than their urban 
sisters. Respondents indicated that 
small town women were anxious 
“to see the world” and to reach out 
for a more varied existence than 
city women. On the other hand, 


urban women reflected an unwill- 


| ingness to leave heated and com- 


\fortable homes for barracks or hos- | 


pitals where reveille is sounded in 
the wee sma’ hours of the morning. 


Schenley Buys 
Major Part of 
St. Paul Firm 


| St. Paul, Dec. 1.—One of this 
city’s “landmark industries” — in 
| business since 1880—was sold yes- 
| terday when George Benz Sons, Inc., 
jliquor distiller and distributor, was 
|purchased by Schenley Distillers 
| Corporation and Austin, Nichols & 
Co., both of New York. 

Included in the sale are the en- 
tire Benz liquor interests: a local 
plant; the Frank McCormick, Inc., 
subsidiary, Minneapolis; Blue Rib- 
bon Distilleries, Inc., Carrollton, 
Ky.; Security Warehouse Company, 
large St. Louis liquor house; and 
L. E. Jung & Wulff Co., huge cordial 
firm in New Orleans. 

David Bunin, Schenley vice-presi- 
dent, announced the deal. Sale price 
was not disclosed, although it was 
said to be “substantially less” than 
a reported $5,500,000. Schenley ob- 
tained 75% of the interests, Austin, 
Nichols the remainder. 

Some brand names may be 
dropped, and others may be 
changed, Mr. Bunin said. He em- 
phasized that Benz’s_ well-estab- 
lished Blue Ribbon whisky will 
survive. 


Carboloy Adds Crump 


Harry Crump, for the past 26 
years with General Electric Com- 
pany, Schenectady, has joined Car- 
boloy Company, Detroit, as assistant 
to the sales manager, K. R. Beards- 
lee. 


Dunbar Joins Bates 


Mac Donald Dunbar, formerly 
with Benjamin Moore Paint Com- 


pany, New York, has joined the 
media department of Ted Bates, 
Inc., New York. 
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Write for your copy of A Bifocal Look at 


the Building Market’—our new book of 


facts and figures about the current and 
future building market. 


ENCIL POINTS 


REINHOLD PUBLISHING CORPORATION + 330 WEST 42nd STREET, NEW YORK 


Getting Personal 


A. E. Nelson, head of the San Francisco agency of that name, has 
been reelected to the board of the S. F. Chamber of Commerce... 
The speaker slated for the Dec. 7 meeting of the Buffalo, N. Y., adclub 
is T. E. McLaughlin, s.p.m. of The Saturday Evening Post. . . 

An exhibition of the water colors of Dave Mink, a member of the 
Whitaker Christenson studio staff, will be held Dec. 3-31 at the Art 
Center Chicago. . . The advertising clubs of Pittsburgh are collabo- 
rating in a drive which makes possible the Christmas dinner for the 
Smoky City’s Home for the Friendless. . . 

And the Chicago Federated Advertising Club’s Christmas party is 
on the calendar for Dec. 17 at the Sherman. . . 


Don W. Thornburgh, CBS v.p. in chg. of the western div., has added 
another job. He will represent the radio networks on the Los Angeles 
War Council. . . To many a grateful friend, Chilton Company sent 
some of its famous Philadelphia scrapple last week. . . 

According to Governor-elect Ellis Arnall, the adjutant-general of 
Georgia is going to be Lt. Col. Clark Howell, pres. and pub. of the 
Atlanta Constitution. Lt. Col. Howell is now on active duty with the 
Army... 

Hand it to Norman Haried, manager of the convention bureau of the 
Omaha Chamber of Commerce. Unconventional Mr. Haried is pas- 
sing out matches 
to be given to 
soldiers going 
overseas where 
lucifers are some- 
times few and far 
between. The 
matches plug 
Omaha as a con- 
vention city, say- 
ing “At the Cross- 
roads of the Na- 
tion, Omaha 
Next,” and “Come 
to Omaha with 
wee” ss 

Albert Green- 
field, the much- 
traveled am. of 
Raygram Corp., 
New York, has 
some of his photo- 
graphs of Vene- 
zuela on display 
at the Brooklyn 
Public Library, 
part of a series of 


BROADCASTS BRING AWARD 


D. C. (Bill) Murray, pres., Adcraft Club of Detroit, pre- 
sents a plaque to Nate S. Shapero, pres., Cunningham 
Drug Co., at a recent anniversary dinner for Cunning- 


exhibits on vari-  ham's. The tribute was made in recognition of the com- 
ous South Ameri- pany's “News Ace" broadcasts, made jointly by Stations 
can countries. CKLW, WJBK, Ww J and WXYZ. 


We've already re- 
ported that Charles G. Peck of N. J. Farm & Garden’s sales staff is 
off for the wars, but we received this week a neat little card portray- 
ing the gent as he rushed off, bag in hand, and headlined: “Sorry I 
couldn’t stop to say goodbye!” He puts in a neat word for his pub- 
lication, which serves a growing market, according to Rookie Peck, 
and “I’ll be seeing you when we've cleaned up the unholy trio who 
are so badly messing up the world.” . . 

The Advertising Club of New Haven, Conn., has awarded John W. 
Murphy, mayor of the city, its annual gold medal for distinguished 
achievement and service to his community. . . 

“For Whom the Bell Tolls” wasn’t so much a book as an idea for 
Robert Carley, in the promotion department of BBDO, New York. 
He was married last week to Virginia Jabara, formerly an employe 
of the agency. . 

Latest naval communique reports Ensign A. P. Mills, formerly 
Washington editor of ADVERTISING AGE, listing slightly to one side. He 
still hasn’t picked out a name for that newly-arrived son. How about 
John Paul Jones, Ensign? . 

The cigar-toter at Ruthrauff & Ryan, New York, is Al Butler, as- 
sistant account executive on Pall Mall. Al Butler Jr., is the cause 
of it all... 

Chairman of the board of WLIB, Irwin Steingut, was a luncheon 
guest of President Roosevelt this week at the White House. He 
picked the only place in Washington where it is still possible to dine 
without fear of being mistaken for a sardine. . . 

Another gold star to Edward C. Simon, formerly in the media de- 
partment at Ruthrauff & Ryan. He has been promoted from a junior 
grade to senior grade lieutenant in the Coast Guard... 

Those rings under the eyes of Norman C. Mack, prexy of the New 
York agency bearing his name, are due to Jeffrey Alan, born Nov. 20 
at Lenox Hill hospital. . . 

Also in the stay-up-at-night class is David A. Lipton, director of 
advertising and publicity for Columbia Pictures, New York. He is 
crooning to son Alan, born at the Medical Arts Hospital on Thanks- 
giving Day... 

Things are pretty tense over at the Gumbinner agency, New York. 
Paul and Larry Gumbinner were placing bets to see which one would 
become a papa first. Paul collected when Junior was born Aug. 30. 
Larry’s offspring, Roger, followed on Sept. 18. Now they’re wagering 
on who's going to cut the first tooth. . . 

One of the most exciting pieces‘of copy Barbara Collier, at BBDO, 
New York, ever wrote, was the announcement of the birth of her 
daughter, Diana Carol, on Nov. 19... 

Bob Wood, WOR’s Chicago representative, is patting himself on the 
back. He is the proud father of Robert Christopher Wood, born 
Nov. 8... 

Leslie L. Lewis, editor of Dartnéll services, Dartnell Corp., Chicago, 
has been named North Side district commander, Chicago Office of 
Civilian Defense. .. Arthur F. Kenaston, for 11 years Chicago repre- 
sentative for Daniels Mfg. Company, Rhinelander, Wis., cellophane 
and paper wrapping maker, has been elected president of the Edge- 

brook Kiwanis Club of Chicago. . . 

Ruth Joy Mathes, youngest child of J. M. Mathes, New York agency 
head, is engaged to Ensign Frank Gerrity, USNR, of Newton, Mass., 
and York Harbor, Me... 

Gordon Schonfarber, prexy and treasurer of Gordon Schonfarber 
& Associates, Providence, was elected a director of the New England 
Council at the organization’s annual election Nov. 19... 

Greenwich Village will get two new adherents when Art Stein. 


promotion manager of Newsweek, and his bride of two weeks, the 
former Martha C. Newhall, set up housekeeping. . . 
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ADVERTISING AGE 


WMC Harnesses All 
Media in Localized 
Manpower Drive 


(Continued from Page 1) 


WMC’s manpower drives have no 
illusions about the power of adver- 
tising, publicity, or any other means 
of persuasion when it comes to se- 
curing total compliance—that is 
jlling every necessary war job with 
civilian workers, new workers, un- 
employed, and housewives—without 
any form of compulsory legislation. 

The task, in a nutshell, is to sell 
enough workers to tackle new jobs 
so that 17.5 millions will be em- 
ployed in war production by the end 
of this month, and more than 20 
million by the end of 1943, compared 
with a total of 6.9 millions in De- 
cember, 1941. The job must be ac- 
complished at the same time that 
the armed forces are growing to 
more than nine million. 

It is one of the most complex 
tasks of the war information pro- 
gram because there is no single 
commodity like war bonds to be 
sold, no single idea like “drive un- 
der 35.” 

Instead skilled workers must be 
drawn from civilian industries and | 
moved to war industries with as lit- | 
tle migration as possible; unskilled 
workers must be directed to the 
right schools for training; and the) 
entire public must be sold on the 
need for orderly solution of the war 
employment problem, with or with- 
out national service legislation. 

The campaign, employing volun- 
tary use of such media as radio, 
national magazines, business and in- 
dustrial papers, newspapers, motion | 
pictures, shopping _ publications, 
transit and outdoor advertising, will | 
be developed in three phases: 

1. Preliminary period, in which 
all available national and local me- | 
dia will register the fact that there 
are manpower shortages, but that 
they are essenially local in character, 
and must be solved by local people. 
During this phase workers will be) 
discouraged from migrating to over- 
crowded centers. 

2. The second phase, of approxi- | 
mately six weeks’ duration, will | 
emphasize that workers must come 
only from industries not now en-| 
gaged in war production, and will 
request skilled tool makers, screw 
machine operators, radio assemblers 
and other similar trades, to register 
with their United States Employ- 
ment offices, “the corner grocery | 
stores of manpower.” 

3. The third phase will empha- 
size the tapping of new sources of 


P' PLE like photographs in advertising | 
ause they know they are real—they say | 
# quickly. | 


EY E*CAT( HERS, the newest baby of the 
4 tising world, brings a hundred eye ar- | 


re Z. attention getters for all lines of busi 


ne $5 per month. Glossy Prints or 
Mats. | 


| 
W e for FREE Proofs and Trial offer. No | 
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tions | 
| 


EYE* CATCHERS, Inc. «2. 28" 3S 


manpower, recruitment of women, 
part-time farm help, and other spe- 
cific needs, attempting to stimulate 
the training of new workers in 
quantity. 

Throughout 
media will focus on the general 
problem, and stress the need for 
registering with 
service. Local media, in cooperation 
with the U. S. Employment Service, 
will emphasize local problems. 

In contrast with some of the 
other government information pro- 
grams, the manpower campaign will 


be geared to the problems of each | 


specific industry, and carried di- 
rectly to management through edi- 
torial material in approximately 
1,800 business and industrial papers. 

The broad manpower campaign is 
currently being featured in the paid 
advertising of the Wm. Wrigley Jr., 
Company, Chicago, which has placed 
its full transportation advertising 
schedule and the CBS Ben Bernie 
radio program at the disposal of the 
Office of War Information and 
War Manpower Commission. 


the drive nati®nal | 


the employment) 


The entire drive was developed 
}under the supervision of Raymond 
| Rubicam, head of Young & Rubi- 
|}cam, who has just completed six 
|months of service with WMC as 
special assistant to Chairman Paul 
| V. McNutt. The campaign is di- 
rected by Ted Repplier, formerly 
of Young & Rubicam, who is cam- 
|paign chief for WMC, and Ken 
|Beirn of the bureau of campaigns 
|of OWI, former account executive 
| with Pedlar & Ryan. 


Doody Moves Offices 

Edward G. Doody & Co., St. Louis, 
j}marketing research organization, 
|has moved to larger quarters in the 
|Kinloch building, 411 N. Tenth St. 
The company formerly was located 
at 1800 Olive St. 


Doyle Joins Tyson 

Henry V. Doyle has joined the 
production and art staff of O. S. 
iTyson & Co., New York, in an 
lexecutive capacity. Mr. Doyle was 
‘formerly managing editor of Ameri- 
can Druggist, New York. 


| Private Lines 


ODT and WPB officials who have | decided at the time that the com- 


spoken freely of eliminating exces-| mission refused to grant the mu- 


sive cross-hauling of consumers’ 


inicipal station full time. Engineers 


goods are finding the problem to be| claim that WNYC cannot keep with- 
much less acute than they had ex-j|in the restrictions of the commis- 
pected. Although one or more anti- sion order, supposedly protect 


cross-hauling orders are expected 
before Jan. 1, indications are that 
freight rates on the heavier items 
are high enough to give local brands 
a price edge over national brands 
in many lines, including the much- 
discussed field of bottled beer. And 
unnecessary hauling of consumers’ 
non-durable goods is believed to be 
a drop in the bucket compared with 
necessary war items such as iron, 
coal, cement, and lumber. 
* * ¢ 

Opinion among Washington at- 
torneys and engineers is that the 
FCC action granting Mayor La 
Guardia’s WNYC permission to op- 
erate up to 10 p. m. was definitely 


WCCO, Minneapolis, from _ inter- 
ference, and still cover New York 
City, without moving its transmitter 
to some point west of Manhattan. 
A move would be impossible under 
present restrictions on steel and 
other critical materials. FCC Chair- 
man Fly inadvertently tipped the 
FCC action on WNYC nearly a 
week ahead of the meeti that 
granted the nighttime operatitn to 
the New York City station. 
* « * 

The Lend Lease Administration is 
shipping more than 1,000 tons of 
newsprint to North Africa to insure 
continued publication of local news- 
papers there. 


OVER THE HILLS IS FAR AWAY 
FROM THE NATION'S 19% MARKET! 


to reach the 629,000 spenders in the valley. 


If you know Northeastern Pennsylvania, you know how 
population is centered in the Scranton— Wilkes-Barre valley. You 
know this big, bustling industrial section (The Nation’s 19th Market) 
is isolated by miles of mountains. And you know that—even for 
radio—“‘Over the hills is far, far away.” 


That’s why most national spot advertisers depend on WGBI 


Inside the market, 


WGBI is bigger, more powerful than any other station. And WGBI 
works the market inside out to give you more sales for every dollar 
spent. Call your John Blair man and BUY WGBI. 


SCRANTON 


CBS AFFILIATE 


910 KC 
1000 WATTS DAY 
500 WATTS NIGHT 


WGDI 


FRANK MEGARGEE, President 


PENNSYLVANIA 


BLAIR 


& COMPANY 


National Representatives 
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ADVERTISING AGE 


December 7, 1942 


Federal Reserve 
Banks Pay for 
Victory Bond Copy 


(Continued from Page 1) 


sale of war bonds and stamps, and 
aimed primarily at banks, financial 
houses and larger individual and 
corporate investors. 


the specific subject of the intensive 
December drive, the Federal Re- 


serve copy also offered 154% Treas- | 


ury bonds, Treasury certificates of 
indebtedness, Treasury tax savings 
notes and United States savings 
bonds, Series F and G. 

The special Victory Bond drive 
will be carried on, following the 
opening blast, through a series of 
six 1,000-line advertisements dis- 
tributed to banks and _ financial 


institutions which comprise the Vic- | 


tory Fund Committee in each com- 
munity, where they will be pub- 
lished under local sponsorship. 
The drive, as previously reported, 
was developed for the Treasury 
Department with the cooperation of 


In addition to | 
the 2%% Victory Bonds, which are | 


Advertising Council. Copy for the 
series of adverusements was pre- 
| pared by a volunteer agency group 


composed of Doremus & Co., Albert | 


Frank-Guenther Law and Ruthrauff 
& Ryan. 

With the continuation of war 
/bond and stamp advertising, and 
the prospect of an especially large 


‘amount of promotion devoted to! 


| Treasury offerings by a number of 


large advertisers, the volume of | 


Treasury promotion placed and paid 
for by private organizations prom- 
/ises to reach a new peak this month. 
War bond promotion of the Drug, 
and Allied Industries 
Committee will get up a full head 
lof steam this month; United States 
Steel Corporation is reported plan- 


| Cosmetic 


| 


|ning to observe “Pearl Harbor Day’ 
|with war bond advertising in about 
| 150 newspapers; and such organiza- 
|tions as General Electric Company, 
| International Business Machines 
| Cornoretion and Aluminum Com- 
|pany of America, to mention only a 
few, are stepping up bond promo- 
tion substantially this month. 


CHICAGO DISTRICT 
STARTS BOND DRIVE 

Chicago, Dec. 2.—Metropolitan 
Chicago plunged into the job today 
lof meeting its Victory Loan quota, 


the quota set for the entire seventh 
federal reserve district. 

Announcement of the war financ- 
ing program was made last night 
over Station WGN, with musical 
|talent and its regular radio time 
donated to the cause by the North- 
ern Trust Company. The company 
also distributed circulars describing 
the new war financing issues of 
government securities, offering its 
services “without profit to our- 
selves” in handling applications. 
| Offices of the various Victory 
Fund committees in the district 
will distribute the same “Dollars for 
Victory” circulars. 
| 
| DRUG INDUSTRY WAR 

BOND COPY BREAKS 

New York, Dec. 3.—The war bond 
advertising drive organized by the 
Drug, Cosmetic and Allied Indus- 
tries Committee some time ago, will 
get under way on the first anniver- 
sary of Pearl Harbor, with publica- 
ition of the first sponsored adver- 
\tisement in the series to appear in 
| Time Dec. 7 over the signature of 
|Lever Bros. Company, to be fel- 
|lowed quickly by an advertisement 
|in Look signed by Castoria. 
The drive, in which more than 50 
members of the industry have 
already agreed to cooperate to the 


the bureau of campaigns of the | $810,000,000, for the special Decem-| extent of devoting approximately 


Office of War Information and the 


ber drive. The sum represents half 


| bond copy, will very quickly spread 
'to some 40 national magazines, and 
'radio and newspaper copy will fol- 
low rapidly, according to Robert B. 
Brown, Bristol-Myers Company, 
who is vice-chairman of the policy 
committee. 


Ad Council Aids 


The project was developed with 
the cooperation of the Advertising 
Council, and copy for the war bond 
messages, which are identified as 
commercially - sponsored advertise- 
ments only by the signature line 
which says, “Published in coopera- 
tion with the Drug, Cosmetic and 
| Allied Industries by ,’ has 
|been written by three agencies— 
| Pedlar & Ryan, Ruthrauff & Ryan, 
;}and Young & Rubicam. These agen- 
cies have developed integrated cam- 
paigns, and the various advertise- 
|ments have then been allotted to 
cooperating advertisers in such a 
way as to maintain continuity and 
coverage in a manner similar to 
that achieved by a single adver- 
tiser’s campaign. 

Contributions to the campaign 
were sought either in money or in 
“kind’—that is, a percentage of the 
cooperating advertiser’s regular 
appropriation. Copy rules have been 
laid down by the policy committee 
of the group and tie in closely with 
the wishes of the Treasury Depart- 


|5% of their appropriations to war| ment. 


CHICAGO FEDERATED ADVERTISING CLUB 


Ee ee 
‘ forr TwE STREETCLUB 


_»—~ 


. 


down now." 


eae 4 


BIG STAGE SHOW 


"Even in war time us kids need 
your help to keep our Off-the-Street-Club goin’. Seems 
like when ever'body is payin’ for War Bonds and Stamps 
and War Relief and so forth, they kinda forget us kids an’ 
how much their help means to us. But you oughta see some 
of our guys in uniform now. Boy have we got a service flag. 
You c'n be proud, too, because it's bin your dollars that 
helped them while they was growin’ up. So don't let us 


J1VYIdI OIVIIHI 


The complete extent of the drive 
cannot yet be determined, since 
acceptances are still coming in, and 
actual scheduling of magazine and 
radio promotion cannot be defi- 
nitely concluded until 1943 plans 
of cooperating advertisers have been 
completed. 


CALVERT IN SPECIAL 
HOLIDAY CARD DRIVE 

New York, Dec. 3.— Calvert 
Distillers Corporation 
launched a new attack on the war 
stamp front with newspaper adver- 
tisements of 1,750 and 1,000 lines 
throughout the country urging that 
each Christmas greeting card sent 
this year have a war savings stamp 
attached to it. 

Estimating that more than a bil- 
lion greeting cards will be sent by 
Americans this year, Calvert points 
out that a _ ten-cent war stamp 
affixed to each would mean a total 
of $100,000,000 in stamps. 

The company will produce more 
than 100,000 reprints of the adver- 
tisement for distribution in taverns 
and bars throughout the country, as 
well as for war savings booths, 
|department stores, stationery and 
drug stores, and factories, schools 
and theaters. The only “commer- 


, cial’ in the copy is a small line at 


|from Calvert.” 

According to W. W. Wachtel, Cal- 
| vert president, the idea was pre- 
;sented to the war savings staff of 
the Treasury only last week, and 
was immediately approved. 


= New Mutual Affiliate 


Station WLAG, La Grange, Ga., 
has joined the Mutual Broadcasting 
System. The station operates on 
250-watt power and is on unlimited 
time. 


STARTS DRIVE 


_ YOU TALK OF SACRIFICES / 


This two-thirds page, signed by Lever 
Bros. for Vimms, is the first of a series 
of war bond advertisements sponsored oy 


the Drug, Cosmetic and Allied Industries 
Committee. 


NAB Code Group 7 
May Decide on 
Co-op Air Fight 


New York, Dec. 2.—The Coopera- 


yesterday | 


the bottom, saying, “A suggestion | 


tive League of the U. S. A. kept the 
|/network vs. co-op radio program 
argument alive by announcing this 
week that executives of National 
Broadcasting Company had met with 
‘members of the staff of the co-op 
league, and had suggested that NBC 
request a special meeting of the 
code committee of the National 
Association of Broadcasters to con- 
sider the question of the right of 
the cooperatives to purchase time 
on the air. 

“Steps are being taken,” the 
league said, “to arrange for a spe- 
cial meeting of the code committee 
with representatives of the Cooper- 
ative League to review the entire 
|situation and attempt to effect a 
mutually satisfactory solution.” 

In the meantime, another hot 
potato was reported tossed into the 
lap of networks with an attempt of 
the Communist Party to purchase 
time for a commentator-type pro- 
gram featuring Earl Browder. Since 
the Communist Party is recognized 
as a political party, however, and 
since the NAB code prohibits po- 
litical broadcasts except at definite 
times and under special conditions, 
the reported offer to purchase time 
is suspected to have been made for 
its nuisance value. 


Doran Takes Ordnance Post 
Felix Doran Jr., general manager 
of the Fleet Division, General Mo- 
tors Corporation, has been appointed 
assistant chief of the tank and 
vehicle section of the supply branch 
lof the Army ordnance department's 
tank-automotive center. 


Issues Insurance Edition 

| The Register and Tribune, Des 
Moines, la., distributed a_ special 
insurance edition of 36 pages in 
tabloid form with both the morning 
and evening issues Thanksgiving 
Day. 
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CHICAGO FEDERATED ADVERTISING CL 


The C. F. A. C. Committee has 
planned a grand party. The Old 
Maestro, Ben Bernie, will be master 
of ceremonies to Bert Wheeler, 
Porgy & Bess, The Make Believes, 
The Hoosier Hot Shots and a host of 
others. Table & door prizes, a fine 
lunch, and fun in great gobs for 
everybody. All profits go to the Off- 
the-Street Club. Lunch at 12:15, 
price $3.30 each. Hurry and order 
tickets or tables for 10 from E. J. 
Conforti, 215 W. Superior St., Su- 
perior 7070. 


% This ad gratefully accepted from Superior 
Engraving Co. 
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TOWER DISPLAY . 


Here is a 
“balancing act’ that 
attracts the eye to your product 

from ‘way across the store... a 
perfect three-dimension facsimile of your 
cans or cartons, stacked six high or more, 
and topped with a colorful sales message! 
Can't tumble down .. . the entire stack is all 
in one piece. Takes little counter or window 
space and does not obstruct light or view 
Speeds up stock turnover for your dealer 

and for you, at the point-of-purchase! 

ASK TO SEE ONE— CALL TELEPHONE O8 WRITE—NO OBLIGATION 


MAGILL-WEINSHEIMER COMPANY 


Adverts 


¢ Sales Making ng for over 34 years 


1320-1334 S. Wabash Ave., Chicago, Illinois ¥ 
Phone CAlumet 7200 : 


= | es 
a : | om a ~ 
oe a 
ae. :* i _——2— 
a ee | ean | : , 
‘a . a we > x } 
= ' s “ oa * -. ba ‘ ' tailn 
— — ‘xr : was 
| - ; 2 : afte 
be. pe — key on Bay ing Wie Bonds held 
iy at : Sisaue w CoPriiar de wie tae Bee. CRONE Bem BaD eepoenens OF segn 
= advi 
el indu 
7 es | ff 
a final 
e vari 
wou 
' mee 
r a R 
28 Se ee d 
. SEE SAE SC Sa eT ee ee ee ae lish: 
a Offi 
“ee ee thei 
‘ay “ inks 
se is oF port 
a yeal 
j spol 
) a rN for 
x r Jh istir 
i =a Y e *\ Uj YE | yea 
— a) : 
. ©. “@y/ YEAH : 
e yi) TFAH! THERE'S Gonna “ 
Be: i 5 ¢€ WR BE A = 
de Rist 
. PARt : 
Bat * oie , )) THUR tior 
ee oT aks \ S D po 
‘"/ OU ECEMBER ITz sy - 
; ae ERMA N - 
— ; me! 
Py i F the 
= fiel 
- j 
he we’ 
¢ “ WI 
ae Ap 
oa = wh 
ee. E pro 
aj P ber 
i J " 
: od, 
a be! 
tial cat 
1 Le en 
; a peers od 
_— i lis] 
= ee = ms 
a = 
oe ee me 
—_— = aN An RRA SS NINES es NN A 
MMI ila i a nl-ok- ' 
i . ; a ad ~ P v ae ~ . ff — eer . q f aie D epee Aig : ft 7, D> — - “4 
die AFD Noes NE ee ene Ini 
.. oa a 3 e fe Ay, / palit) ae af z= . ae F E38 &/ ne a 
: x f a \ 93 [ Go ~ { fe = ® 
eg on). oe o Ww 
od — nt ae —- Jr 
— = (ms . ch 
2 , pT ay pe rn } 2 Pr me D 
a R 
a . rs , oe M 
es ' : brats. , . Y ye R33 . * 2 ed Pps i it ‘ 5 S = of ‘ “i Ee —* ; d ee “. bs “in as ‘ a ‘<7 J oer oe re te oy : ; Tan a Ca : f . 
Rig PE a ee 0 ia ihe SR cE aR RS een Ty Rlaeeal Er Fase ce A Ne a Ag te ae 


, December 7, 1942 ADVERTISING AGE 
cial _ printing and _ lithographing Lee Tracy Directs 
0 attern ef meeting today. Pp Pl . me r 
Newspaper advisory committee ostwar anning Mirror Promotion _ — 
| members will meet to discuss paper ; ee tracy, unt 
W R i and metal conservation measures How Business and Industry Are Preparing 9 ime recently Bh myname 
or COUCHON rere Dee. 10. for a Peacetime World | rt oo eee ae 
|: ching Ei sists thas Goa ee | OK. 
| in Publishing Field Tr B Spo Ors Agency Sets Up A planning conference on sani-| of Leek. bas been 
| Six-Week Bond Drive Postwar Board ore bso — periot wa named coordina- 
- ‘ . _— . : , eld in New York, Jan. 19, under tor of sales pro- 
Advisory Meetings ae pig wot pp BA nog rr a SS Saw, _— Work | the sponsorship of Sewage Works | motion for the 
g : paign agency, has created a postwar plan- es ‘ liens Weeks : 
Held But No Action | voted entirely to the sale of war ning department under the direction | “"aneertno- The purpose of the ~y ork Mir- 
. bonds and stamps, with 9 x 16-inch i : . , |meeting is to analyze through | ror. aaa 
Comes from Them advertisements appearing in the|°f David C. Moss, of the invest-| oundtable discussion by national Before joining 
Tulsa World —é rae Nowhere <n an = Moss, Nese pon ‘ : leaders in related fields the sanita- | = pt 
, in the co is the bank named as a oss wi ave a planning board of | 4; . stwe : )é omotion 
Washington, D. C., Dec. 3.—The| soning pe + for the bonds. eight part-time consultants, Poet pene) gee Ph oll yer vier grin Lee Tracy and research di- 
precise pattern of government cur- National Bank of Tulsa has a cluding Dr. Donald F. Othmer, head | needs may be motivated : mae rector of the 
tailment of printing and publishing|bond sales department, through | o¢ chemical engineering at Sashes | os ” ae pa | New York World-Telegram. 
was still in a state of flux this week | which over $7,500,000 in bonds have r cieteieata f stitute: ER Walter Dorwin Te: tinea dealt (nn 
after the War Production Board been sold. | seems ay ee - ’ Ite ie es vl yarn — paras sexi. é T Raises Walker 
held advisory meetings with two| ellinger, engineering consultant | industrial designer, has appointed | , a 
: and designer of ships and Diesel| Leo H. Rich as a member of his staff; Robert F. Walker, who has been 
segments of the a : Wilbur Named Manager ‘engines; John W. Young, mechan-| for the development of a postwar | With the rere since 1935, has 
Bombers of me Wee industry G. P. Wilbur. Toronto. has been | ical engineer; Joseph F. Platt, in-| planning program. The purpose of rg Ramey — ig 
advisory committee for the com=| Os sted manager of the Ontario | dustrial designer of Parker pens and | the program is to assist industry in Ace pin, Bhi nang oad Pes. at 
. mercial printing and lithographing | givision of Dominion Bridge Com-| various products of Marshall Field| preparing for the readjustment | formerly headed his own agency 
industry departed from Washington | pany, Lachine, Que. Mr. Wilbur | & Co.’s mills; Orson D. Munn, pat-| period, to plan for reconversion of | and was vice-president and pe scr 
tonight with the assurance that a| formerly was contracting engineer |ent attorney and president, Scien-| wartime machinery and to assist in| sales manager of Jewel Tea Com- 
final decision on allotments to the|and manager of sales for this di-| tific American; Hearn W. Streat, redesigning peacetime products. | pany. 
- various consumers of printing | vision. formerly yice «chairman of the! oS ES “ See ee 
pois ts ae pete och board, “muir Co, "“investment Publishes Saturd ‘Twomey Replaces Judelle 
Means to Camp & Co. banker; Howar dq Ww. ynegar, | Newsday, Hempstead, N. Y., here-| Gail Twomey has assumed the 
Present Stock Estimates Anne Means has joined the public President, Commercial Credit Com-tofore published five’ evenings a/| Publicity duties of Beatrice Judelle 
relations staff of S. H. Camp & Co.,|Pany, for consultation on sales week, has begun publication of a|at the McCall Corporation, New 
Representatives of the WPB pulp | New York, sponsor of National | financing; and L. F. Triggs, mer- Saturday issue, the first issue ap- York. Miss Judelle has joined the 
‘ and paper and printing and pub-| Posture Week. |chandising counselor of the agency.’ pearing Dec. 5. Retail Research Association. 
e lishing divisions as well as Po 
Office of Civilian Supply presented | 
~ their estimates of available paper, | \ \ ! t / /  d / / 
al inks, metals, manpower, and trans- 
th portation facilities for the coming) 
p year—then asked . the ee | \ 
spokesmen submit their proposa q e e 
~ for “the most sensible use” of ex- | x will you help with this 
al isting facilities during the coming | i 
™ year. 
pr Members of the magazine and \ wartime problem, 
" periodical industry advisory com- | o 
‘ mittee met with the WPB group | Mr. Advertiser? 
he Tuesday to discuss possible methods | 
e- of curtailing their use of paper. 
- Argue Base Period | 
re Principal subjects for discussion | 
a during the meeting were the selec- | 
tion of a suitable base period for 
ot determining future reductions of | 
he paper consumption, voluntary 
of methods of conservation, and the 
ise advisability of a horizontal curtail- 
- ment of paper supplies allocated to 
ice the entire printing and publishing 
ed field. | 
nd Magazine publishers on the whole 
mre were opposed to basing any future) 
ite WPB paper allocations on _ the 
ae, April-September base period upon 
me which the WPB based its paper 
for production limitation order in Octo- 
ber. 
st “Is Distorted Period” 
ser The April-September base peri- 
lo- od, according to committee mem- 
— bers, would result in a paper allo- 
oh cation distorted by seasonal influ- | 
t's ences. Consensus of the group was | 
that any allotment of paper should | 
be based on a full year’s consump- | 
tion. 
= The magazine and periodical pub- 
‘ial lishers selected a sub-committee to | 
in study methods of conservation of | 
ing paper, and to present their recom- | 
ing mendations to WPB shortly after 


Christmas. 


Members Named 


Members include Mason Britton, 
vice-president, McGraw-Hill Pub- 
lishing Company; A. L. Grammer, 
Street & Smith Publications; Lewis 
W. Trayser, Curtis Publishing Com- 
pany; and N. L. Wallace, Time, 
Inc 

Government representatives at the 


Magazine meeting were A. G. 

Wakeman, director of the pulp and -™ Fray and Saturday, millions of Here’s how you can help: 

paper division of WPB; W. J. Risley | Aeseste " selina Gal th sn Bement 7 

Jr. assistant to the chief of the merican housewives Hock to their favorite In your grocery product advertising — 


printing and publishing division of grocery stores for their week’s food supplies. 


: and in other suitable copy — you can add 
WPB; and Edward R. Gay of the 


Office of Civilian Supply. | It’s a peacetime habit. a line or two suggesting: 
Magazine advisory committee | But that ganging-up at the counters and 
members attending the meeting in- | eck ' : : of a + tiene meee 1. Shop early in the week when stores are 
cluded Glen D. Boylan, Meredith ee ae a ee eee less crowded. 
Publishing Company; Clayton H. stores creates a terrific strain on retailers 2 
Ernst, Outdoor Publications, Inc.; confronted with a serious shortage of help. ¢ Shop early in the day—from ten to two— 
DC s >rogressive Farmer- : 
eeeen, Penpeanre Parmer And on war-working customers whose valu- to avoid morning and evening traffic 
Ruralist Company; Marvin Pierce, 5; : tie 
McCall Corporation; Dr. Daniel A. able time — and nerves — are spent wait- — 
Py ng a ti 4 , i » a > ~ . . . ° 
R a ease a. and H. E. ing for service. Tue Famiry Circe is helping by distribut- 
Cc > & ire zine. ‘ J i ’ “ : ¢ 
W Palmer, deputy chief of the So let’s establish a common-sense wartime ing on Tuesdays instead of Thursdays, 
printing and publishing branch of habit of shopping through the week. beginning January Ist. 


WPB, presided over the commer- 
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ADVERTISING AGE 


Winter Travel 
Copy Prospects 
Are Not Bright 


(Continued from Page 1) 


therefore expendable), 10%. But it| 
is understood that the government, | 
which frequently uses yardsticks | 
not completely intelligible to pri- 
vate business, has computed the 
New York Central’s non-essential 
space at close to 40%. 

“Florida Hotel & Travel Guide” | 
told ADVERTISING AGE that railroad | 
space is_ practically consumed, 
chiefly by the government, that the 
most popular resort spots—Miami 
Beach, St. Petersburg and Daytona 
Beach—have had 300 hotels taken 
over by some branch of the serv- 
ices, and that a terrific demand on 
railroad space is exercised by | 
elderly travelers who are filling up 


| ness. 


/ commerce, 


hotels and apartments in areas still| railroads participating in the pro- 


untouched by the army. gram has long been a Christmas 


| custom—but this Yuletide finds the 
The Trend Is Down jrailroads faced with selling the 
Places such as Sarasota, Palm| Public on staying away from the 
Beach and some of the Keys areas | 'T@!ns, which face a mammoth job 
are feeling the impact of new busi- | °f transporting service men to their 
Increased advertising is not | #0mes for Christmas. 
anticipated. 
Generally speaking, chambers of | 
railroads (except for| 
pooled institutional copy), steam- 
ship lines, air lines, hotels and all 
other advertisers whose copy bright- 
ened the travel pages of metropoli- 
tan newspapers have either van- 
ished for the time being or softened 
their promotional overtures consid- 
erably. 
A coordinated campaign urging | 
that Christmas travel be forsworn | 
unless it fills a critical need will | 
shortly be launched by the Associa- 
tion of Western Railroads. Built 
around the theme, “Keep Off the 
Trains,” the cooperative campaign 
will appear in approximately 50) 
western cities. 
Coordinated advertising by the 29 


Quote Eastman 


Back of the program, of course, is 
the desire of the railroads to coop- 
erate with the recent edicts of the 
| Office of Defense Transportation. 
To that end, excerpts from the 
recent press release of Joseph B. 
Eastman, ODT director, are quoted 
in considerable detail. For example: 

“It is not easy to ask the Ameri- 
can people not to travel at Christ- 
mas time. Many families look for- 
ward through the year to annual 
reunions, but I must ask that these 
family gatherings be forgotten this 
year if they involve travel. A 
Christmas without travel will help 
win the war. It is a sacrifice which 
should and must be made.” 


No More Cars 
In each of the advertisements on 


| 
| 
|'the schedule, Mr. Eastman is re- 


| ferred to as authority for this state- 
ment: 


e “No more railroad passenger 
ind words from Quebec | cars are being built. 


Sales for you r 


| The equipment 
we now have has got to do for the 
duration.” 

The advertising, which mirrors 
the views of the advertising man- 
agers of the railroads cooperating, 


railroads’ advertising at local points. 

\It is handled by Reincke-Ellis- 
, Younggreen & Finn and is directed 
by Hugh W. Siddall, chairman of 
\the Western & Transcontinental 
Passenger Association. 

Clarifying the purpose of the 
promotion, Mr. Siddall said: “It has 
been the custom for many years for 

,the railroads to advertise season- 
/ally. This is one of those campaigns 
but its purpose is entirely different 
from anything attempted before. 
We definitely desire in a spirit of 
| cooperation with ODT to urge the 
public not to make a trip between 
|Dec. 12 and Jan. 12 unless it is 
| essential.” 


ght here... 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


Listeners in the far North hear 


our power by writing in to say: “Program’s coming in fine.” 


Listeners in the deep South go to their retailers 


WWL’s selling-POWER 
vertise. 
Orleans area 
advertisers. 


The greatest selling POWER 


‘in the 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


WWL Doytime Coverage 
PRIMARY and SECONDARY 


by buying the products we help ad- 
WWL gives you complete dominance over the New 
growing. prospering. and profiting smart WWL 


MIAMI COPY BIDS 
FOR ESSENTIAL TRIPS 

Miami, Fla., Dec. 3.—Miami—the 
land which Steve Hannagan and a 
bevy of bathing beauties turned into 
a winter paradise for sleet-scourged 
tourists—is buckling down to the 
war effort. No Miami advertising 
will henceforth ask that tourists 
come to the resort for pleasure. 

But, 
Bevis, Inc., agency directing the 
account, there are numerous essen- 
tial classifications of travelers to 
whom Miami may legitimately 
| appeal, 


Lists Essential Types 


These are: 

1. People whose health demands 
Florida’s sunny climate in the win- 
ter. 

2. Older people whose health 


OLOROIA 


FLOe'oA 


|paired in inadequately - heated 
/homes under fuel rationing in the 
| North. 

3. Families of war workers and 
executives living in crowded indus- 
trial areas, whose moving to Miami 
might free needed housing for 
essential workers. 

4. Workers who have 
vacations and can rebuild physical 
and mental reserves better and 
| faster in a congenial climate. 

To Continue Drive 

Accordingly, Miami will continue 
ates its promotion, the agency said. 
WWL clearly. And they prove | Tourist accommodations and recrea- 
tional facilities will be maintained 
as intact as possible, considering the 
pinch of war and the fact that many 
|}of the ocean-facing hotels are now 
barracks for the swelling Army air 
forces. 

Miami has taken cognizance of 
the war in still another way; ar- 
rangements have been made for 
winter visitors to participate in as 
many auxiliary war activities as if 
they were back in Podunk Falls. 
Civilian defense, Red Cross, USO, 
War Chest and all other organiza- 
tions afford visitors the opportunity 
to do their part—and do it in a com- 
fortable climate. 

Miami likes to emphasize that no 


and prove 


South’s greatest city 


| will be supplemented by member | 


according to Graydon E. | 


,}and general welfare might be im-| 


earned | 


e rates for this department are 
Tis anted,” “Positio Wanted,” “Representatives Wanted,” anc 
4 SK vatiabie™ % 


7 esentatives 
cash with ord 


$4.76 per 


cents 


as follows: 


a line, minimun charge $1. Terms 


er classifications (single insertion rates): % in., $2.75; 1 to 3 in. 
h. 


POSITIONS WANTED | 
NEWS EDITOR 

Seasoned reporter, skilled writer, 

wide _ business paper background, 

draft deferred, 32, college grad. Now 

employed, seeks change in N. Y. C. 

Box 3874, ADVERTISING AGE, N. Y. 


Account Executive 

Foods and Drugs. Recently handling 
|over one million dollars annual bill- 
| ings on national accounts. Major 
j}agency experience. Formerly adv. 
| mer. national food mfgr. Will work 
}on potential new business or your 
| present accounts. 

Box 3871, ADVERTISING AGE, Chgo. 


Hold Those Borderline Customers! 
I'll work with those clients or adver- 
tisers who need help by suggesting 
new, better appeals. Intensive expe- 
rience in copy, rough layouts, pro- 
duction, direct mail promotion. Work 
best under deadline rush. iF, but 
good for 50 years. 

Box 3870, ADVERTISING AGE, Chgo. 


HELP WANTED 


HRetall Ady, Assistant—S87500 

Fast growing retail organization has 
excellent opening for experienced ad- 
vertising executive. Need promotable 
man with strong retail background. 
Age 35-40. Replies should include ex- 
perience, personal data, nationality 
|and family status. Answers will be 
kept confidential. 


HELP WANTED 
ADVERTISING MAN experienced or 
technical accounts. Not necessaril 
an engineer, but able to analyze an 
organize technical material, writ 
copy (perhaps also make rough lay) 
outs) in medium sized, recognize) 
Ohio agency. Age not an_ issue, sa) 
ary not large to start, opportunit 
exceptional for man _ interested in 
technical advertising and looking f: 
permanent place with live-wir: 
steadily growing group. 

Write fully, giving age, past experi- 
ence, education, draft status, salar 
desired and photograph. 

Box 3873, ADVERTISING AGE, Chg 
WANTED — Food Products accoun: 
mannger. 4A agency wants a sea- 
soned and highly capable account 
manager to handle important nations! 
food account. Must know food field 
and have record which proves his 
ability. An unusual opportunity for 
affiliation with a successful nationa! 
agency. Location Mid-West. In your 
letter please cover experience, age, 
draft status, salary expected § and 
other pertinent information. All ry 
plies confidential. Appointments wil! 
be arranged. 

Box 3869, ADVERTISING AGE, N, Jy 
MISCELLANEOUS 
“KROM-A-TONE” Post Cards 
Newest, most economical method of 
advertising any product. College can 
pus views, scenic views, militar 
camp views, and illustrated adverti 
ing cards. Samples and prices up: 


Box 3872, ADVERTISING AGE, Chgo. 


request. Graphic Art Photo Service 
—300 Market Street—Hamilton, Ohi: 


|pleasure travel is sought, but that 
|for those who may legitimately 
| benefit, Miami still has a lot to offer. 
|Newspaper advertising schedules 
j}are being continued in the North, 
|but advertising expenditures in 
| 1943 will probably be half of the 
| 1941-42 season. 


VERNE H. PORTER 


Hollywood, Cal., Nov. 30.—Verne 
H. Porter, 53, former editor of 
Cosmopolitan, died here Saturday. 
|Born in Abilene, Tex., Mr. Porter 
|edited newspapers in four states, 
| was editor-in-chief of International 
| Magazine Company at one time, and 
had been an executive with Cosmo- 
politan Films, Universal, Metro- 
|Goldwyn- Mayer and Paramount 
studios. 


LT. HENRY P. JENKS 


| Chicago, Dec. 2.—Lt. Henry P. 
| Jenks, USNR, has been killed in 
laction, the Navy announced this 
| week. Lt. Jenks, 28, was a member 
.of the Fenton Kelsey Company, Chi- 
|cago advertising company, and 

enlisted in the naval reserve in 
| September, 1940. 


| 

| —s 

HAROLD R. PETO 

| Philadelphia, Nov. 30.—Harold R. 
| Peto, for five years associated with 
the United States News and recently 
named manager of the publication’s 
|Philadelphia office, died suddenly 
| Nov. 28. He is survived by his 
widow, a daughter and two sons 
now on duty with the Navy. 


CHARLES G. LINKER 

East Orange, N. J., Dec. 1 
Charles G. Linker, vice-president 
and sales manager of the American 
Maize-Products Company, died at 
his home here Nov. 28. Mr. Linker, 
59, had been with the company 
since 1908. 


A. M. LAWRENCE 

San Francisco, Dec. 1.—Funeral 
services were held here today for 
Andrew M. Lawrence, noted news- 
paper editor and publisher. Mr. 
Lawrence had been publisher of the 
Chicago American and Examiner. 


ALLEN S. OLMSTED 
Buffalo, N. Y., Dec. 1.—Allen Sey- 
mour Olmsted, 86, who originated 


Allen’s Foot Ease, which has been 
advertised throughout the country 
|for the past 50 years, died here 
| Nov. 22. Jacob W. Olmsted, his 
| brother, who has been associated in 
the business since its beginning, 
continues as its manager. 


Briggs Named Head of 
McCann-Erickson, N. Y. 


Leland  Stan- 
ford Briggs has 
been named gen- 
eral manager of 
the New York 
office of McCann- 
Erickson, Inc., a 
new post. 

Mr. Briggs, 
who was for- 
merly associated 
with the H. K. 
McCann Com- 
pany and_ later 
with the Erick- 
son Company, 


Leland S. Briggs 


has been in charge of creative and 


|production activities at McCann- 
| Erickson for several years. 

| 

Merrill Named President 
of New Chicago Agency 

T. W. Merrill, for 15 years north- 
|western district advertising and 
sales promotion manager for West- 
|inghouse Electric & Mfg. Company, 
and for the past three years account 
executive for K. E. Shepard Adver- 
tising Agency, has been appomted 
president of The Advertising Cor- 
poration, newly - organized general 
advertising agency with offices in 
the Midland building, 176 W. Adams 
St., Chicago. 

P. J. McEnroe, formerly produc- 
tion manager and art director fo: 
Shepard, has been appointed secre- 
tary-treasurer of the new agency. 


Billings Takes New Post 

Earl R. Billings, formerly sal 
and advertising manager of Evere'' 
Piano Company, South Have: 
Mich., has been appointed advert) 
ing and sales promotion manag: 
of Pennsylvania Rubber Compan 
Jeannette, Pa. 


Venti in New Quarters 

Tony Venti, advertising photogr: 
phy, has moved into the studi 
formerly occupied by the J. Stirlin 
Getchell agency at 142 E. 39th St 
New York. Mr. Venti was former! 
located at 250 E. 43rd St. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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Waacs Wanted 


“WAAC EXPANDED BY. 
EXECUTIVE ORDER! 
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Training facilities, job opportunities and 


even the pay scale for the Waacs are | 


included in this new copy, added to the 
regular Army campaign in newspapers. 


Waac Promotion 
Tailored Along 


Mannish Lines 


Washington, D. C., Dec. 3.—Paid 
advertising to recruit members of 
the Women’s Army Auxiliary Corps 
will be extended to three general 
women’s magazines during 1943, it 
was announced today. 

The Army Recruiting and Induc- 
tion Service, which last Friday 
placed 800-line check advertise- 
ments in approximately 600 news- 
papers from coast to coast to an- 
nounce expansion of the Waac 
to the 150,000 mark by July, 1944, 
is planning a regular newspaper 
and magazine recruiting campaign 
for women throughout the coming 
year. 

Present plans calls for monthly 


First Lady Speaks 
to Nation for New 
Candy Association 


Chicago, Dec. 4.—Mrs. Franklin 


|D. Roosevelt will make another re- 


] 
work in conjunction with the Na- 


tional Confectioners Association. 
The program will be heard at 10:15 
p.m., EWT. 

Arrangements for the broadcast 
were made through the office of Jos. 
W. Hicks, Chicago public relations 
counsel. 


dred key stations will be used in all, 
Wednesday, Thursday and Friday. 


| agency. 


Hecker, Best Foods 


daily five days a week and evenings | 


Glicksman Advertising Company is | 


the beginning of the year. 

The Best Foods produces Nucoa 
margarine and Hellman’s and Best 
Foods mayonnaise. Hecker makes a 
variety of family flours and cereals 
and Shinola shoe dressings. The 
Best Foods name has been in use 
since 1923, while Hecker Products 


port to the mothers of the nation 


today. 
heard on a coast-to-coast Blue Net- 


ADAM HATS TRIES 
on Dec. 9, it was announced here 
The First Lady will be| SPOTS FOR SIZE 


| 


work hookup, with the full 136 sta-|has begun spot announcements on | Stock ownership of The Best Foods, plained. 
tions carrying the broadcast. As in|a national scale in a special Christ- 
her first speech, Mrs. Roosevelt will | mas campaign to be carried through 
report on her recent trip to Eng-| Dec. 23, using Henry Morgan to give 
land. the commercials that “Here’s Mor- 
The program will be presented by | gan” touch. 
the Council on Candy as Food in| The schedule over WJZ, New| Foods name. 
the War Effort, a new war-born| York, calls for 18 daytime and 10 ers’ 
body of candy makers, which will! evening announcements. 


} 


will be consolidated 


operating company using the Best 


to Complete Merger 

Following announcement last! will be used because 
week of the purchase by Hecker 
New York, Dec. 2.—Adam Hats| Products Corporation of the 29% | Hecker 


|Inc., which had been held by Gen- 
jeral Foods Corporation, William J. 
| Wardell, Hecker chairman, has re-| 
|/vealed that Hecker and Best Foods 


meeting has been 


has been a corporate entity only 
since 1936. The Best Foods name 
the name is 
better known nationally than the 
name, Mr. Wardell ex- 
Thus far, no changes in 
advertising, brand name policy or 
personnel have been announced. 


a. single Joins Free & Peters 
Lois Guerner, formerly with The 


A special stockhold-| Katz Agency, Chicago, has joined 
called for Free & Peters, Chicago, radio sta- 
One hun-! Dec. 29 to permit the change with! tion representative. 


Deena 


Within less than a year from Pear! 
Harbor, the great facilities of adver- 
tising have been marshalled and or- 
ganized for war service on a scale 
never before either visualized or at- 
tempted. Government, advertisers, 
‘agencies and media have combined to 
make the far-flung industry of mass 


communications which we call adver- 


tising a powerful factor in helping 


to win the greatest war in history. 


pages in the Ladies’ Home Journal, 


McCall’s and Woman’s Home Com- 


panion, beginning in January. 

Black and white schedules will be 
placed monthly in 92 Sunday news- 
paper supplements and rotogravure 
sections, beginning with issues of 
Dec. 6 and 13. 

In addition, one-time black and 
white pages will be placed in Look 
for Dec. 29 and The Saturday Eve- 
ning Post for Dec. 26. 

The entire campaign, placed by 
N. W. Ayer & Son, Philadelphia, 
will follow closely the pattern that 
has resulted in record-breaking re- 
cruiting of men of all ages in the 
various branches of the army dur- 
ing the past 18 months. 

The Waac advertisements point 
out the comparable pay scales for 
men and women in service, and list 
all of the technical classifications 
for which women are eligible. 


Auer Joins Block 
as Sales Manager 


George J. Auer, formerly adver- | 


Using director of the New York 
Herald Tribune and who held a 
lar post with the New York 
American, has been appointed sales 
manager of Paul Block & Associates, 
New York. 
_ the position as sales manager of 
the publishers’ representative has 
deen held open since Herbert W. 
ney became president, succeed- 
ing the 1ate Mr. Block. 


Joins N. W. Ayer 

‘ates Ferguson, formerly account 
executive with R. L. Polk & Co., 
New York, has joined the public 
relitions staff of N. W. Ayer & Son, 
New York. 


_ So much has happened, in fact, 
‘that even the advertising field itself 
hardly realizes the extent of the 
“progress which has been made in 
gearing together all of the services 
and facilities of advertising so as to 


apply its myriad forces effectively 


Many readers of Advertis- 
ing Age will want extra copies 
of this great issue for their 
permanent records, and for 
distribution to business 
i. friends, associates and 
clients. Since the print order 
will be limited to the indi- 
cated demand, requests for 
extra copies of the December 
21 issue should be addressed 
immediately to the Circula- 
tion Department of Adver- 
tising Age, !00 E. Ohio 
Street, Chicago. The requ- 
lar price of 10 cents a copy 
will apply. 


ua 


for the numerous and varied objec- 


tives of our national government in 


the successful prosecution of the war. 


Therefore, as a service to advertis- 
ers and to advertising, and as a ree- 
ord of which the entire industry may 
well be proud, Apvertisinc Ace will 
dedicate its December 21 issue to the 


theme of 


“Advertising—-A Year at War” 


In this issue the editors of Apver- 
TisinG AGE will chronicle advertis- 
ing’s conversion to war, report on the 
specific war Jobs which have been as- 
signed to and successfully accom- 
plished by advertising, and provide 
wu complete and detailed guide to 
wartime advertising and cooperation 
with government agencies and de- 


partments. 


Included in this special issue will 
be detailed accounts of the manner 
in which the government makes use 
of voluntary advertising; the organi- 
zation and operation of the Adver- 
tising Council; a directory of gov- 
ernment campaigns with which ad- 
vertising is or can be connected: an 


“advertising man’s guide to Wash- 


ington”; a study of the public’s atti- 
tude toward wartime advertising; a 
resume of the war activities of all 
national and local associations in the 
advertising field, and numerous other 


subjects. 


The issue will be given widespread 
distribution throughout government 
and industry, and particularly in 
Washington. As a factual, compre- 
hensive study of advertising’s war- 
time activities, it will be a source of 
information and inspiration for gov- 
ernment, business and advertising 


officials alike. 


Because of the great volume of 
editorial material which this issue will 
contain, only a limited amount of 
advertising space will be available. 
Kvery medium and service which is 
making a worth while contribution to 
the war effort is invited to use space 
in this issue for the purpose of aiding 
in the presentation of an over-all 
picture of service to our country in 


time of war. 


Regular rates will apply, and ad- 
vertising forms will close Decem- 


ber 15. 


ADVERTISING AGE 100 E. OHIO ST., CHICAGO 
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ee: e a ‘This advertisement on nutrition is one of a series scheduled by Curtiss Candy Company as part of its 
0 contribution to the National Nutrition Program and to the war effort. The continued cooperation and 
CO ¢ careful consideration of the Press and Radio of America in the roe of news concerning candy 

- : Ty ae a 


as an important energy-building and fatigue-resisting food will be appreciated. 
F 
| 
| 


a 
EAT NUTRITIONAL FOOD «+ +« U.S. NEEDS US STRONG 


4 Every day, eat this way 
; MILK & MILK PRODUCTS... ORANGES, TOMATOES, Greenor Yellow VEGETABLES OTHER VEGETABLES, FRUIT 


at least a pint pees ce »- -0ne@ bik a ...+ potatoes, 
for everyone— \ Me: OF raw cab- helping or more fwd ae>other vege- 
more for chil- Mass bage or salad —some raw, OSs tables or fruits 
dren—or cheese @ A c*) greens—at least <—@F some cooked. Se) in season. 


or evaporated one of these. 
or dried milk. 


BREAD & CEREAL... whole MEAT, POULTRY or FISH EGGS... at least 30r 4a BUTTER & OTHER SPREADS a 
- grain products —— ... dried beans, week, cooked ... Vitamin- on er 
ow fixe) or enriched [7% peas or nuts any way you XD rich fats, pea- 
as. white bread Cy" 2) occasionally. choose—or in eZ nut butter, and 
we -— and flour. £9 cS made”’ dishes. similar spreads. | 
Property of Federal Security Agency 


Then eat other foods you also like ony bo ceguedennd be @ 


only 


My. OFFICE OF DEFENSE HEALTH AND WELFARE SERVICES. PAUL V. McNUTT, DIRECTOR, WASHINGTON, D. C. 


FOOD 1s 
~ FUEL ror 
VICTORY 


To keep them strong, feed them well 
... Follow Uncle Sam's Food Chart 


HERE are 50 nutrients essential to life—all 
T hese are found in 5 basic food groups— 
proteins, fats, carbohydrates, minerals and 
vitamins. Each of these performs many func- 
tions within the body—each belongs in the 
well-balanced diet every day. 


The 


De 
Use the Official U.S. Food Chart as your _ 
guide to nutritional meal-planning. Be sure to = 


serve some foods from each group on the chart 
daily, along with any other foods you like. 


This Advertisement Contributed in the Interest 
of the National Nutrition Program by the 
CURTISS CANDY COMPANY 


Curtiss Candy Company believes in sound 
nutrition. That's why the quality and goodness 
of Baby Ruth is so carefully guarded. This 
fine, pure candy is an excellent supplemental 
food to any sensible diet. Rich in Dextrose, 
Baby Ruth provides food energy quickly. 
After meals, serve Baby Ruth. It's fine candy 
for children—great for grown-ups, too. 


By the way... 
have you ever made 
cookies with Baby Ruth? 
So delicious...so easy to make. 
(Recipe on every wrapper) 
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ADVERTISING AGE 


PHOTOGRAPHIC 


REVIEW 


OF THE WEEK 


KOLYNOS "WOMEN IN INDUSTRY’ 


The manpower problem, in at least one aspect, is being solved by the Kolynos 
Co., Jersey City, through use of young women in its display installation depart- 
ment. Druggists are very cooperative. 


CAMOUFLAGE EXPERTS OKAY WINE DISPLAY 


aude i a 


© 


Designed with a view to meeting all dimout regulations, this new Christian 

Brothers wine and brandy display gets a final checkup from the experts: (left to 

right) Charles A. Hammarstrom, eccount executive at Kelly, Nason, Inc., agency 

in charge of the account; Benjamin Miller Jr., industrial designer and opera- 

tions officer, American Camouflage Corps; George Martin, consultant to the 
ACC; and Roy Penny, photographic officer of the Corps. 


‘TOO LATE TO CLASSIFY’ 


LESS TAR STAIN? - & LESS THROAT IRRIT ve® 
Of Course! Surely! . 


f “4 -— 3 
LESS NICOTINE? a 


Certatnly ! viecvods tmverm 


kere the cigarette the Readers Digest didnt know about 


Farly lest summer. when the feos Reader's Dierat t ] iime eygaretios, Fleetwourds bad 
lly planned. with the advice af chemists and physivia » give the mosbrn senoh 
» Reader's Digest .. . thie new cigaretie was > dittend at semen wy few 
The deve opment of Pleeiwood required a year of work and an investment of sever 
eal tobacco. The new blend was developed with the guidance of protesssonal tasters of fine 
Hees, And theie eousitive taste corotneed the Junal Pleetwaod Idemd beth gudctles 
f the six largest-eelleng cicaretie brands! tn confidence that you will fied @ a twer, better 
moke, we take pride in offering vou Mleetwood 
MOKE SMOKING PLEASURE eee 


Mu EETWOOD 
\ c le ane 


. finer smoke 


— 


Fee eeee reree oF st ves Flere Frome 


The Reader's Digest wasn't able to test Fleetwoods in its now-famous cigaret test, 
Axton-Fisher Tobacco Co. points out in this full- “page magazine copy. The new 
© garet arrived on the market too late to be included in the scathing article which 
Clever promotion turned into a tour de force for Old Gold. McCann-Erickson is 
the Fleetwood agency. 


PATRIOTIC APPEAL 


One of Boston's largest department 
stores, Filene's, has placed red, white and 
blue two-sheet posters over doorways 
covering all tracks entering both North 
and South stations in the city. Wood, 
Brown & Wood is the agency. 


PILLSBURY SERIES 


Patriotism, not flour, is merchandised by 
the bulk sales department of Pillsbury 
Flour Mills Co., Minneapolis, in an un- 
usual series of two-color pages in North- 
western Miller and Southwestern Miller. 
Quotations by great Americans are fea- 
tured and reprints are offered free of 
charge. McCann-Erickson is the agency. 


VOLUNTARY MEAT RATIONING 


All America is glad to 


Share the MEAT. 


| Shane Tae your share of meat 
over the week... Make the most of it nutritionally . .. 


3 Prom temo vers ermtetty 
© Came mmr: mow goes tuahe 


7. Send tor the bewkters 


7 
THESE BOOKLETS whi HEL® YoU 


fi & ms are 
Theee'« mew ed ecervhedy char es 1 998 Towed Meer Oeeqer j 
Cer avmrd onda f course come first. 
2. New Batten at Meat Roving 
ht dob ad seanly + @ powads Fi Buide fee The tty Bewrs 
wee ‘ 
Ay deem v aed band lea wed hy apprnnd ot 
ven wits, the 
‘ i 


IME RICAN WAT UNSTITOETE 


Americans not in uniform “have a moral contract” with their fellow men to 

divide the civilian meat supply fairly, the American Meat Institute told consumers 

last week in its first ‘share the meat’ advertising. Magazines and newspapers 
are being used. Leo Burnett Co. directs the account. 


FORD'S NEW REPORT TO THE NATION 


Returning to national magazines for the first time since early this year, Ford 
Motor Co. graphically portrays its wartime jobs in this spread. On the list for 
this and similar war work copy are The American Weekly, Business Week, Col- 
lier's, Liberty, Look, Newsweek and United States News. Maxon, Inc., is the agency. 


FARM EQUIPMENT MAKERS OFFER FULL DEALER SUPPORT 


a 


* (60 can 
P 
nit Jaren 


10 HELP YOUR NEIGHBOR i 
IS TO HELP YOUR COUNTRY 


i 


THAT IT WORKS 


fust @ poster a plam—end some blank lorms that 
make it easier tor a dealer to awust his customers 

in shanng form machinery with one another—yet 

how well t works! Wherever dealers heve truly 
entered into the patriotic spirit of the campagn 

to “SHARE MACHINES FOR VICTORY.” the evi 
dences of its success are wretutable Farmers are 
grateful tor the assistance it gives them and the } 
crops # has already saved. Dealers enthuse be : 
cause it enables ther to keep bury despite Limted 
storks of goods and contributes to both thew morale 

and thelr purse. We shall be glad te send com 

piete details to any implement decier 


New Ipea. ine 4 
tom Ose wren Ome = 


~ NEW IDEA, ine. 


Factores COLOWATER OF'1O — SANDWICH. Marmors 


ane pag seeng 


ogee pearens® 
pw set —— schedule j : 


; e Stick to 
Your FARM 
EQUIPMENT 

Dealer 


REPAIR HOW mar al Toucu! 
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nazen | INTERNATIONAL HARVESTER 


Typical of current manufacturers’ copy addressed to farm equipment dealers and consumers are these two samples appear- 
ing in current farm papers and trade publications. New Idea's “Share Machines for Victory” plan is promoted in the 


advertisement at the left. At right, International Harvester tells about its “Pledged to Victory” implement plan. (Story on 


Page |.) 
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ADVERTISING AGE 


Dez ONA AL factually states 
that ‘‘trees” of the Petrified 
Forests in Arizona are not stand- 
ing, they are fallen logs. Once 
submerged in the ocean they 
are now brilliantly-hued stones, 
amazing miracles of nature. 


Amazing, too, is the consistent 
record of service maintained by 
Arizona’s two outstanding ad- 
vertising media * * * Phoenix 
Republic and Gazette has more 
circulation* by far than ALL 
other Arizona newspapers com- 
bined * * * KTAR, Arizona’s 
most powerful broadcasting sta- 
tion, 5,000 watts day and night 
* * * both mobilized to do a 
bang-up wartime job for any 
advertiser. / 


! 
“en ;" net paid, Sept. 30, 1942, 66,659 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 


4 ttention! Orders for the day include Arizona! 
IF or Arizona is even more important in wartime. 
Anzona is FIRST among all states in production of 
strategic copper . . . it holds TOP position as the favored 
area for training United States Army Air Corps person- 
nel . . . its great forests of Ponderosa Pine are the 
LARGEST in the nation . . . it stands FIFTH among 
the states in percentage of population increase (U. S. 
Census 1940) . . . its record in other important indices, 
as well as development of natural resources, is amazing! 
Arizona’s population centers clearly indicate its leader- 
ship. For instance, look at these figures on 


PHOENIX METROPOLITAN AREA POPULATION* 


= 1, 
Electrical Connections 25,636 
Gas Connections 15,741 
Newspaper Metropolitan Circ. 30,391 
Telephones 22,115 


Post Office Carrier Stops 28,060 


PNARLWNR™ 


P. O. Receipts (1st 9 mos.) 544,788 668, '990 
Dwelling Unit Occupancy Av. 34,278 37,620 
Population 121,828 142,538 


% 


Increase 


13.5 


17.0 


“Source: 1 and 2, Central Arizona Light and Power Company; 3, Phoenix 
Republic and Gazette; 4, Mountain States Telephone and Telegraph Com- 
pany; 5 and 6, Phoenix U. S. Post Office; 7, 1940 U. S. Census. 1942 new 
FHA homes constructed since April 1940, plus all vacancies of 1940 absorbed 
in 1942; 8, U. S. Census 1940. Same © increase as indices show for 1942. 


Yes, Arizona continues as the “gold nugget of western 
markets’ for advertisers who still have goods to sell 
or an established trade name to maintain. 


= aA i ee eke 4 
Si y AOE Linas 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Company © 


December 7, 1942 
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